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ABSTRACT 
Researchers exploring the frequency with which women compare themselves with 
models have reported that media involvement often contributes to body dissatisfaction 
(Gamer, 1997; Posavac & Posavac, 2002). However, studies on this topic have primarily 
focused on adolescent girls and college-aged women. Body satisfaction of older women in 
relation to how they compare themselves with models has not been extensively explored. 
The study was an examination of the relationship of attitudes toward advertising images and 
self-perceptions of older women. 
As the older population in the U.S. continues to expand, information regarding the 
way older adults think, look, and act will be valuable (Moschis, 1996). In the next several 
decades, older consumers will have an increasing impact in the marketplace (Bradley & 
Longino, 2001). Researchers have reported that older models are rarely depicted in 
mainstream advertising (Carrigan & Szmigin, 1999). The media is filled with advertisements 
promoting youthfulness and sexuality and degrading the older population (Versperi, 2001). 
Information on the attitudes of the mature market toward the depiction of older adults in the 
media may be useful to businesses wanting to capture a larger segment of the older 
population. A major component of this study focused on how older women perceive models 
in today's fashion magazines and apparel catalogs. 
Participants were recruited from senior centers and women's organizations located in 
two states in the Midwest. Data were collected from 163 women aged 60 to 80. Full-color 
photographs of four fashion models appearing to be middle-aged or older were presented to 
participants as stimuli. Age treatments were digitally applied to each of the models, 
manipulating them to appear younger. This manipulation created two age versions of each 
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model, resulting in a 2x4 (age x model) research design. The questionnaires used in this 
study were designed to measure participants' feelings about themselves, including their 
appearance self-discrepancy and body satisfaction, and their beliefs about the model's 
appearance, attractiveness, fashionabiltiy, and perceived similarity. 
Results indicated that the sample of older women perceived little discrepancy 
between their idealized and actual physical appearance. Participants also did not seem to be 
influenced by media ideals in their acceptance of themselves. Overall, older women were 
fairly satisfied with their bodies. In fact, there was no statistically significant evidence 
suggesting that the more participants compared themselves to fashion models, the less 
satisfied they were with their appearance. Participants reported that they rarely, if ever, 
compared themselves to fashion models, suggesting that older women may be less influenced 
by media standards of beauty as compared to women of younger ages. 
In terms of participants' beliefs about the fashion models used as stimuli, participants 
had more favorable ratings of the older models as compared to the younger-age versions. 
Model age had a significant effect on respondents' purchase intentions; participants were 
more likely to want to purchase clothing worn by older models and indicated a preference for 
retailers who use older models in their advertising. Perceived similarity to models was found 
to influence purchase intentions and ratings of fashionability. Participants who perceived 
more similarity to the models indicated more likelihood to purchase the clothing worn by the 
models and rated the model's clothing as more fashionable than those who perceived less 
similarity. Findings of this study are useful for expanding knowledge of older adults' 
responses toward various promotional strategies and may assist in shaping effective 
marketing approaches. 
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CHAPTER 1: INTRODUCTION 
Background 
In 2000, persons aged 65 and older represented 12.6 percent of the U.S. population 
(U.S. Census Bureau, 2001). Today, nearly 35 million Americans are 65 and older, and by 
the year 2030, the older population will almost double (Administration on Aging, 2001). 
Three out of Gve Americans aged 65 or older are women. Over the next 50 years, for every 
100 men 65 and older, there will be 127 women aged 65 and older (Administration on Aging, 
2000). Within the U.S., the older adult market controls a majority of the wealth (Leinweber, 
2001), possessing more than half of the country's discretionary income (Moschis, 1994). In 
the future, older consumers will increasingly have a major impact and considerable 
purchasing power in the marketplace (Bradley & Longino, 2001). 
Identifying older consumers' preferences presents unique challenges because of 
inherent population diversity (Silvers, 1997). Although older consumers are often 
stereotyped as a homogeneous group, Americans aged 65 and older are usually more varied 
than those in the youngest adult age clusters. According to the Administration on Aging 
(2000), older Americans, "vary widely in terms of income, educational attainment, health, 
functional abilities, living arrangements, and access to support services" (p. 1). Older 
consumers today are also healthier and more socially active than previous generations 
(Greco, 1989). In 2000, persons aged 65 had on average an additional life expectancy of 
17.9 years, 19.2 years for women and 16.3 years for men (Administration on Aging, 2001). 
Businesses will be greatly affected by the continuing growth in the aging population 
(Moschis, 1996; Silvers, 1997). Understanding the consumption needs of older consumers 
will become more important, as will knowing how the mature market reacts to different 
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promotional and marketing tactics. Marketers will have to develop new products for the 
older adult market segment and will need to modify existing products to suit the needs of the 
older population better. Older consumers will continue to have a great deal of economic 
power in the marketplace and will demand that products be tailored for their lifestyles 
(Moschis, 1996). 
Despite the growth of the aging population in the U.S., older adults are rarely, if ever, 
seen in the media (Carrigan & Szmigin, 1999; Greco, 1989; Silvers, 1997). Older women are 
especially excluded in mainstream advertising (de Luce, 2001; Ursic, Ursic, & Ursic, 1986), 
and often faced with negative social stereotypes (Cruikshank, 2003). Primarily featured in 
the media are highly attractive and extremely thin adolescent girls and young women 
(Lennon & Rudd, 1994; Richins, 1991). Research has shown that pictures of models in 
magazines and catalogs adversely affect the self-esteem and body perceptions of younger-
aged women (Gamer, 1997; Hogg, Bruce, & Hough, 1999; Martin & Kennedy, 1993; 
Posavac & Posavac, 2002; Richins, 1991). Young women compare themselves with media 
images and often become dissatisfied with their own bodies as a result (Hogg et al., 1999; 
Martin & Kennedy, 1993; Posavac & Posavac, 2002; Richins, 1991). Because body image 
and self-esteem are positively related, young women may practice appearance management 
behaviors in an attempt to remain thin and youthful and mimic standards presented in the 
media (Hogg et al., 1999; Lennon & Rudd, 1994). Lacking, however, are studies of how 
media depictions affect older women and how older women respond to media depictions of 
older women. 
Despite the prevalence and value given to youthful, slender images in U.S. society 
(Featherstone, 1991; Lennon & Rudd, 1994; Rudd & Lennon, 2000; Turner, 1991), women 
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generally become more content with and accepting of their appearance as they age (Hurd, 
2000; Lewis & Cachelin, 2001; Oberg & Tomstam, 1999; Ogle & Damhorst, in press). Over 
time, women may begin to develop a smaller discrepancy between their actual and idealized 
self (Birren & Renner, 1980; Dittmann-Kohli, 1990; Ryf% 1991; Tunaley, Walsh, & 
Nicolson, 1999). With age, it is possible that women use media images less often as 
references or standards of beauty and attractiveness (Hurd, 2000; Ogle & Damhorst, in 
press). This research study will take a closer look at these ideations, and will examine the 
appearance self-discrepancy and body satisfaction of older women, as well as older women's 
attitudes toward fashion models seen in the media today. 
Purpose 
The purpose of this study is to explore the relationship of attitudes toward advertising 
images and self-perceptions of older women. Previous researchers examining the frequency 
with which adolescent girls and younger women compared themselves to fashion models 
reported that repeated exposure to the media may contribute to feelings of dissatisfaction 
regarding appearance and weight (Gamer, 1997; Posavac & Posavac, 2002). However, the 
belief that model images may create body image disturbances among older women has not 
been assessed thoroughly. Within this study, appearance self-discrepancy and body 
satisfaction of older women are examined in relation to the frequency with which older 
women compare themselves with fashion models. 
As the older population in the U.S. continues to grow, information is needed on older 
consumers' reactions toward promotional tactics employed by marketers (Moschis, 1996). A 
component of this study included assessing how older women respond to models perceived 
to be middle-aged or older. While many researchers have examined the negative stereotypes 
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of the older population existing in the media, few studies have analyzed the reactions of older 
adults to these and other media images. This study was an exploration of older women's 
responses toward the portrayal of older women in the media today and evaluated how then-
attitudes affected their purchasing intentions and beliefs about the model's attractiveness and 
clothing. 
Definitions 
The following definitions are terms mentioned throughout this dissertation: 
Appearance: "the total, composite image created by the human body and any modifications, 
embellishments, or coverings of the body that are visually perceived" (Kaiser, 1997, p. 4). 
Appearance Self-Discrepancy: "the extent to which one's created appearance approximates 
the perceived ideal appearance" (Jung, Lennon, & Rudd, 2001, p. 173). 
Body Image: an "individual's concept of his body" (Fisher & Cleveland, 1968, p. v); "the 
mental picture one has of his or her body at any given moment in time" (Kaiser, 1997, p. 98). 
Feel-Age: perceived age related to psychological functioning (Oberg & Tomstam, 2001). 
Ideal-Age: desired age (Oberg & Tomstam, 2001). 
Look-Age: perceived age related to physical functioning and appearance; "peoples' body 
images and the role physical appearance plays in the constitution of age identities" (Oberg & 
Tomstam, 2001, p. 16). 
Self-Perception: the process by which individuals think about and know themselves 
(Marshall, 1994). 
Organization of Dissertation 
Following the introduction, Chapter 2 includes an overview of the shopping and 
consumption patterns of older consumers. The portrayal of older adults in the media is 
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discussed in addition to research findings on the effects of media images on self-perception. 
The theoretical framework of the study is presented along with the objectives and research 
hypotheses. Chapter 3 outlines the procedures used to recruit participants and collect data, 
and explains the sample, stimuli, instruments, and methods for analyzing data. Chapter 4 
provides the results of the preliminary data analyses, tests of the hypotheses, and analysis of 
other relationships found among the variables. Chapter 5 gives a summary of the findings 
and explores how the study contributes to current literature on the impact of advertising on 
body satisfaction and self-perception. The limitations of the study are addressed in Chapter 
5, and recommendations are made for further research on this topic. 
6 
CHAPTER 2: REVIEW OF LITERATURE 
Previous literature that pertains to the consumer behavior of the older adult market 
segment, the portrayal of older adults in the media today, and the effects of model images on 
appearance self-discrepancy and body satisfaction is reviewed in Chapter 2. An overview of 
the theoretical framework is provided with a discussion of the concepts of possible selves, 
social comparison, and age identification. The objectives of this project are described, and 
the research hypotheses developed for this study are addressed in relation to past findings. 
The Older Market Segment 
As the older population in the U.S. expands, marketers increasingly must understand 
that older consumers vary a great deal in the way they think, look, and act. Making sweeping 
generalizations about the older market segment is erroneous. Consumers are varied in the 
physical, social, and psychological changes they undergo as they get older, shaping their 
needs and wants. As people age, they become more divergent in their needs and 
consumption habits. Realizing this, marketers can tailor products and services to meet the 
needs of older consumers better (Moschis, 1996). 
Moschis (1996) reported that older adults could be classified into four groups based 
on their age and social activity. However, it is important to note that any one consumer 
might cycle in and out of these population segments over time. For example, consumers in 
the TWwfgers group were more likely to behave similarly to younger adult 
consumers because they experienced very few major life events such as loss of a spouse. 
These adults lead energetic social lives and therefore required clothing for a variety of 
activities. Differing from the TWw/gera, however, the Tfe/TMi# group had 
undergone life experiences affecting their self-concept and had become socially withdrawn. 
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These consumers were more conforming in their clothing choices, preferring apparel with 
brand names (Moschis, 1996). 
The third consumer group of the mature market included adults in the 
CMgoerj group (Moschis, 1996). These consumers had suffered from health problems and 
other ailments but were still concerned about looking good and staying socially active. This 
group appeared to be prime targets for catalog shopping, as they needed functional clothing 
that is not always available in the local marketplace and because in-store shopping is often 
too strenuous. The fourth group, Fraz/ Tkc/wsas, comprised consumers characterized as 
suffering major health problems. As Moschis (1996) reported, this group showed little need 
to purchase new apparel items and most likely required only comfortable and functional 
clothing. 
With regard to products like clothing and personal care items, many older consumers 
have spending patterns similar to those of younger adults (Vesperi, 2001). Older consumers 
are no more brand loyal than younger consumers (Leinweber, 2001) and are similar to young 
people in that they are concerned about the images that others form about them. Many adults 
continue to conform to social norms as they age, in an effort to maintain a positive image 
with others (Martin, Leary, & Rejeski, 2000). Among a sample of women 55 and older, 52 
percent of participants indicated that appropriate clothing is useful for making a good 
impression at a social function and that being well-dressed improves social success (Belleau, 
Broussard, Summers, & Didier, 1994). Greco (1989) reported that the older population does 
not want to be identified as a distinct market segment; many persons aged 65 and older do 
not perceive themselves as part of the "elderly" population. Similarly, Belleau et al. (1994) 
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reported that women over the age of 50 do not want to be labeled as "old" or singled out by 
advertisers because of their age. 
Consumers' apparel expenditures as a whole increase up to about the age of 68 and 
then begin to decline (Lee, Hanna, Mok, & Wang, 1997). However, if both the income and 
financial assets of the individual continue to increase, people will continue to spend more 
money on apparel as they age, especially among female consumers (Lee et al., 1997). 
Moschis, Lee, Mathur, and Strautman (2000) found that 55.3 percent of older women own 
new styles of clothing and shoes, in comparison to 40.2 percent of older men. Education also 
may impact the amount spent on new apparel products by older consumers (Abdel-Ghany & 
Sharpe, 1997). Previous researchers have identiûed the most fashion-conscious older 
individuals as women with higher levels of income and education (Lee et al., 1997; Moschis 
et al., 2000). 
Lumpkin (1985) reported that older consumers could be categorized by different 
shopping orientations related to their apparel purchases. For example, those identified as 
"active apparel shoppers" were characterized as being socially active, interested in fashion, 
self-confident, and opinionated. This group differed from others who were more limited 
financially, more conforming in their clothing choices, or less interested in shopping for new 
apparel goods. Consequently, although availability of resources may impact the amount 
spent on apparel goods by older consumers, the lifestyle and preferences of older adults also 
may affect purchasing behavior. Regarding apparel purchases, it is plausible that female and 
higher-educated older consumers also maintain a more active and social lifestyle, therefore 
maintaining a higher demand for fashionable and stylish clothing (Lee et al., 1997). 
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The Portrayal of Older Adults In the Media 
Given the typical portrayal of older adults in the media, many young people probably 
do not perceive the older adult market as socially and physically active and interested in 
fashion. Although worldwide the population continues to age, older adults are depicted in 
mainstream advertising rarely or infrequently. However, in publications directed specifically 
toward the older population, advertisements for products to overcome various health 
problems are seen in abundance (Carrigan & Szmigin, 1999). 
Previous researchers have reported that older people are usually characterized in the 
media by three primary categories of stereotypes, including those about physical 
characteristics, negative social characteristics, and positive social characteristics (Schmidt & 
Boland, 1986). Stereotypes regarding the physical characteristics of older adults include 
such notions that all older people have wrinkled skin, false teeth, loss of hearing and/or hair, 
and poor eyesight. Similarly, stereotypes about the negative social characteristics of older 
people include the attitude that all older adults are lonely, sad, bored, neglected, impaired, 
vulnerable to crime, poor, forgetful, and dependent on others. More positive or favorable 
attitudes toward older people also exist, such as characterizing all older adults as patriotic, 
wise, understanding, happy, healthy, active, and generous. However, while these 
characteristics are more positive, it would be a mistake to assume that all older adults are 
characteristically the same (Schmidt & Boland, 1986). The problem with stereotyping the 
older population is that stereotypes never capture diversity (Atchley, 2000). 
Thornton (2002) reported that images found on the Internet and in popular and 
professional media tend to portray aging and the old as depressed. Current myths about 
aging include older adults as disabled, in poor health, senile, sexless, boring, and 
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unproductive (Thornton, 2002). According to Cruikshank (2003), aging in America 
primarily refers to some sort of decline. Yet, "it is not the changes in our bodies that define 
old; it is the meanings given to those changes" (Cruikshank, 2003, p. 5). Cruikshank (2003) 
argues that as long as society values youthfulness and youthful attractiveness, it will remain 
difficult for older adults not to perceive aging as a difBcult and ugly process. This is 
especially significant for women, as older women in America are constantly faced with 
stereotypes describing them as idle, grumpy, unattractive, and sexually unappealing. In other 
cultures women gain power and status with age, yet in the U.S., society is surprised when 
older women are assertive and vocal in their opinions (Cruikshank, 2003). 
The U.S. cultural concept of aging has been primarily negative. Older people in 
America are often regarded as fragile, unattractive, unproductive, and a burden to society. 
Atchley (2000) defined ageism as, "a negative attitude or disposition toward aging and older 
people based on the belief that aging makes people unattractive, unintelligent, asexual, 
unemployable, and mentally incompetent" (p. 425). While not all Americans subscribe to 
these viewpoints, it is common for younger individuals to have some prejudice toward aging 
and older people, even if only to a mild degree. Older people are stereotyped most often 
based on their appearance, behavior, and capabilities. People often learn about aging through 
portrayals of older people seen in the media. According to Atchley (2000), an inaccurate 
trend exists in the portrayal of older adults in television and print journalism as selfish and 
burdensome. In network or TV news, the older population is depicted mostly as victims of 
disasters or having serious problems like homelessness or no access to health care (Kart & 
Kinney, 2001). Commercials for clothing, appliances, and cars present youthful and highly 
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attractive people, while older adults are used more often in promoting health-related products 
(Atchley, 2000). 
How consumers perceive the aging process is influenced in part by advertisements 
depicting older people (Bradley & Longino, 2001). Vesperi (2001) indicated that the media 
is filled with advertisements promoting and celebrating America's youth and sexuality while 
degrading the older population. When older people appear in advertising, often they are 
depicted in such stereotypical ways as being frail, dependent on others, poor, and lonely. 
Older citizens sometimes are also portrayed as silly characters (Kaiser & Chandler, 1985). 
Greco (1989) reported that older people are underrepresented in the media. Although 
people in their 50s are occasionally (but infrequently) shown in advertisements, media 
images rarely depict people aged 60 and older (de Luce, 2001). Moreover, older men are 
depicted in advertisements nine times more often than are older women (Ursic et al., 1986). 
When older women appear in media images, they are shown primarily in social, family, or 
recreational settings, as opposed to employment and work settings (Ursic et al., 1986). 
Younger models are used frequently to promote products developed to counteract the 
signs of aging (de Luce, 2001), even though these advertisements typically are directed 
toward older women. Apparel and beauty products industries are especially criticized by 
consumer advocate groups and researchers for portraying models in an unrealistic manner 
(i.e., thin, youthful, highly attractive) (de Luce, 2001). Clayton, Lennon, and Laikin (1987) 
sampled a group of female college students, and found that age and body type significantly 
influenced the perceived fashionability of the model's clothing. The clothing worn by 
younger models and thinner models was judged to be more fashionable than when seen on 
older or heavier models. Lennon (1988) also found that age and body type are significant 
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components when judging the attractiveness of fashion models; young adult female 
consumers perceived younger models and thinner models as more attractive than older and/or 
heavier models. 
Lennon and Rudd (1994) stated, "Because media images tend to be highly attractive, 
the typical person's appearance would stand in direct contrast to the idealized media 
portrayal" (p. 97). However, it is likely that older women may respond differently to the 
predominant portrayal of young female models in advertising. Gamer (1997) suggested that 
as women age, they develop an appreciation for their bodies and appearances and become 
less influenced by fashion models. It is possible that consumers become more skeptical of 
advertising images with age. The older population likely is aware of the aging stereotypes 
depicted in the media and the general exclusion of positive images of older adults in 
advertisements. As a result, older consumers may be less accepting of current advertising 
strategies employed by marketers. 
Regarding the portrayal of older adults in the media, a sample of women aged 55 and 
older indicated that the "perfect woman" depicted in advertising is seldom or never the 
respondent's ideal (Belleau et al., 1994). Furthermore, 40 percent of the participants reported 
that the clothing worn by models in advertisements is seldom or never appropriate for the 
older population. In the study by Belleau et al. (1994), older women reported feeling 
neglected by the apparel industry and the media. As reported by Carrigan and Szmigin 
(1999), marketing and advertising agencies have been criticized for their reluctance in using 
older adults in promotional materials. 
Very recently, however, society has developed more positive perceptions about the 
aging process (Kart & Kinney, 2001), which may continue as greater numbers of older adults 
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become visible in the media. Marketers should not be apprehensive about using older adults 
in advertisements, especially when promoting age-neutral products. To study the sales 
effects of different aged models on both younger and older consumers, Greco, Swayne, and 
Johnson (1997) created three grocery store point-o&purchase displays for a national brand of 
coffee (an age neutral product). The three displays depicted either: two women aged 65 or 
older, two women approximately 30 years of age, or one older and one younger model. The 
analysis revealed that while participants tended to react more favorably to models of their 
own age group, the model's age did not statistically affect the purchasing behavior of 
consumers of varying ages. Younger consumers purchasing the displayed brand of coffee 
did not appear to be alienated or "tumed-off" by the use of older models in the promotional 
materials (Greco et al., 1997). 
A movement toward educating society about the aging process and the pervasiveness 
of ageism also will combat stereotypes about the mature population and promote an 
acceptance of age-related changes. Hopefully, this will provide younger adults with a more 
realistic sense of physical changes that they may experience over time (Kart & Kinney, 
2001). 
The Effects of Media Images on SelWerception 
Exploring the impact of model images in the media on the self-perception of women 
is also critically important. Researchers have found that the standard of attractiveness 
presented in the media is slimmer for women than for men, and messages to diet and exercise 
to stay in shape are directed more toward women as well. By the 1980s, women portrayed in 
the media, including popular magazines, television, and movies, were slimmer and less 
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curvaceous than women presented since the 1930s (Silverstein, Perdue, Peterson, & Kelly, 
1986). 
Researchers also report that media-induced body image disturbances commonly exist 
among adolescent and teenage girls (Posavac & Posavac, 2002). Repeated exposure to 
advertising images depicting extremely thin and attractive models may contribute to 
depression, low levels of self-esteem, and an intense concern with weight (Posavac, Posavac, 
& Posavac, 1998; Posavac & Posavac, 2002). Gamer (1997) reported that, "body image isn't 
simply influenced by feelings ... it actively influences much of our behavior, self-esteem, 
and psychopathology" (p. 25). In today's society, reality has become so distorted that young 
women are increasingly vulnerable to eating disorders like anorexia and bulimia in their 
efforts to conform to society's fixation with attractiveness and slimness (Gamer, 1997). 
Women's beauty and fashion magazines have been linked to eating-disordered thinking and 
behaviors. Anorexic women reportedly use magazines to support and reinforce their 
behaviors associated with their disorders and the preoccupation with being ultra-thin 
(Thomsen, McCoy, & Williams, 2001). 
When analyzing body images and self-perceptions among adult men and women, 
researchers have found that women generally are more concerned than men about their 
physical appearance (Gamer, 1997; Oberg & Tomstam, 1999). Women worry somewhat 
more than men do about appearance changes throughout their life span (Oberg & Tomstam, 
1999). Women also report more dissatisfaction with their body images than men do, 
especially as women get older (Oberg & Tomstam, 1999). 
Using a national sample of adult women in the United States, Cash and Henry (1995) 
found that nearly half of the participants (n = 803) were dissatisfied with their looks and were 
concerned about being overweight. The majority of the sample were particularly unsatisfied 
with their middle or lower torso, weight, and muscle tone. In a similar study, 56 percent of 
women responding to a national survey on body image described themselves as being 
dissatisfied with their overall appearance (Gamer, 1997). The sample of nearly 3,500 women 
nationwide were dissatisfied with their abdomens, weight, hips, and muscle tone. An 
overwhelming 89 percent of the women expressed a desire to lose weight (Gamer, 1997). 
Additional research suggests that maintaining a youthful look increases in importance 
with age, while the number of women who perceive themselves as youthful declines with 
age. Regardless of age, women reported that being fit and slender is important, and typically 
perceived their ideal body size to be one size smaller than their actual body size (Oberg & 
Tomstam, 2001). 
Tunaley et al. (1999) found that female participants aged 63 to 75 reported feelings of 
dissatisfaction with their body size and weight, and the majority indicated a desire to be 
slimmer. Women in the Tunaley et al. study also felt frustrated about obtaining fashionable 
clothing and indicated that looking attractive and youthful was important. Lewis and 
Cachelin (2001) discovered that significant différences between current figure, ideal figure, 
and attractive figure were found for both middle-aged women (50 to 65 years of age) and 
older women (66 years and older). In general, participants perceived their current figure to 
be larger than their ideal figure. Participants in both age categories reported that "thinner" 
figures were more attractive to men. 
Weight is the greatest concern of women regardless of age (Hurd, 2000). For most 
women, age-related changes (sagging, wrinkling, weight gain) make it difficult to maintain 
the cultural ideals of beauty presented in the media (youthful, slim figures). However, 
although older women exhibited attitudes of dissatisfaction with the body similar to those of 
middle-aged women, Lewis and Cachelin (2001) found that the oldest participants were less 
likely to partake in some form of dieting or other weight-reducing type of behavior. 
It is conceivable that older women generally become more content with their bodies 
as they age (Gamer, 1997; Hurd, 2000; Lewis & Cachelin, 2001; Oberg & Tomstam, 1999; 
Tunaley et al., 1999). Gamer (1997) reported that even though women typically gain weight 
over time, they don't necessarily become more dissatisfied with their bodies. Hurd (2000) 
reported that although appearance management practices (including the use of beauty aids 
and other products to maintain youthfulness) remain important to most women throughout 
their life, women typically focus less on their appearance in later life. Jackson and O'Neal 
(1994) found that older women reacted to changes in the body as a result of aging by 
choosing more flattering dress designs (line and color) and altering ready-to-wear goods for 
better individual fit. 
Tunaley et al. (1999) reported that many older women rebel against the pressure felt 
from themselves and others regarding body size and dieting. Older women in the study 
believed they should enjoy eating and become less worried about the effect of eating on body 
size and weight. This attitude of acceptance may develop as women age and acknowledge 
that weight gain is an unavoidable part of the aging process. Tunaley et al. (1999) indicated 
that this acceptance is also the reason why older female participants seemed to be mostly 
untroubled about weight gain and eating. Not being preoccupied with gaining weight seemed 
to assist the women in rebelling against the pressures from others to lose weight and conform 
to unobtainable ideals of attractiveness. Older women in the study were determined to enjoy 
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their bodies in later life, regardless of their size, which allowed them to eat the kinds of foods 
they found most desirable (Tunaley et al., 1999). 
When interviewing women between the ages of 61 and 92, Hurd (2000) found that 
women generally indicated a sense of dissatisfaction with the body and perceived aging to be 
a process difGcult to control. However, while most participants expressed a negative 
perception of their body, most participants also felt it was important to focus on good health 
and independence. Participants in Hurd's (2000) study felt that current fashion models 
represent "extreme" images of beauty. The women asserted that they are not influenced by 
unreasonable weight standards and fashion trends portrayed in the media. Overall, the 
women in Hurd's study expressed an acceptance regarding "natural" age-related changes like 
sagging and wrinkling. 
Perhaps an acceptance of age-related changes during one's lifetime indicates a shift in 
priorities for women regarding their self-perceptions. The general consensus of the literature 
suggests that with age, women, while still concerned about appearance, also become more at 
ease with their bodies. Consequently, older female consumers may become less "vulnerable" 
to youthful model images appearing in the media. This coping ability is important, as 
Western ideals of beauty are based on body size, attractiveness, and youthfulness (Clayton et 
al., 1987; Posavac & Posavac, 2002; Rudd & Lennon, 2000; Turner, 1991). 
Younger females' (primarily adolescent and college-aged) dissatisfaction with their 
bodies related to advertising images has been explored by a variety of researchers. However, 
the idea that model images also have negative effects on older female consumers' self-
perceptions is a topic that has not been examined thoroughly. Exploring this idea sets the 
present study apart from other studies regarding the impact of advertising on self-perception 
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and body satisfaction, as this study focuses on older women. A study assessing older 
women's attitudes toward model images in the media today is important, not only because 
the number of women aged 65 and older in the U.S. is increasing continually, but also 
because it is probable that women are the major consumers of apparel and beauty products in 
the mature market segment. Knowledge of how women respond to models perceived as 
older could help in targeting advertising effectively to the 60+ age group. 
Theoretical Framework 
PoapfMe .Se/ves 
In examining the influence of advertising images on self-perception, the concept of 
possible selves is useful. Ryff (1991) defined possible selves as, "representations of the self 
in the past and future" (p. 286). According to Markus and Nurius (1986), the conception of 
possible selves is, "made salient by the individual's particular socioculturel and historical 
context and from the models, images, and symbols provided by the media" (p. 954). Possible 
selves are important because they offer a continuing framework for evaluating and 
interpreting perceptions of the self in any given experience or situation. For instance, given 
the context of a negative event, feelings of depression and low self-esteem may result. 
Negative events may also lead to anguish and dissatisfaction with the current self and a need 
for a more "ideal" or possible self (Markus & Nurius, 1986). 
Although the concept of possible selves is useful in evaluating the self in a broad 
sense, the notion of possible selves can be used in a more focused manner to consider 
appearance aspects of the self over time. According to Ryff (1991), the idea of possible 
selves is applicable in examining the differences between ratings of actual and ideal self 
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across adulthood and old age. Ryff reported that young adults often have a great disparity 
between their ideal and actual self-assessments. 
In exploring the notion of self-discrepancy, Jung et al. (2001) found that college-aged 
women who had high self-discrepancies between themselves and the ideal were less satisfied 
with their body and overall appearance. Likewise, those participants with little discrepancy 
had higher appearance self-evaluations. Young women typically compared themselves 
upward with those perceived as more attractive, which resulted in lower self-esteem and 
more anxiety concerning the body (Rudd & Lennon, 2000). 
It has been hypothesized that as people age they attain a closer approximation 
between ideal and actual self perceptions (Birren & Renner, 1980; Ryf% 1991). This 
hypothesis suggests that over time, the evaluation of multiple self-perspectives, including the 
ideal, the actual, and the social image of the sel% become more congruent (Birren & Renner, 
1980). With age, adults may perceive themselves less critically. Due to the processes of 
socialization and the experiences occurring throughout the lifespan, older adults also may 
become more conscious about society's influence on physical appearance and self-
perception. Consequently, older adults may modify the ways in which they fieel about their 
own image as they age. According to Birren and Renner (1980), most adults attain a more 
stable self-structure over time. 
Other researchers have reported that people become more accepting of themselves, 
including their physical appearance, as they age (Dittmann-Kohli, 1990; Ryf% 1991). As 
compared to younger adults, older adults are found to maintain more positive images about 
themselves. Whereas older adults are more likely to value what is already given or still 
available (like being healthy, active, and independent), younger adults have a greater 
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predisposition to internalize the standards set by others, thus finding faults within themselves 
(Dittmann-Kohli, 1990). Lennon and Rudd (1994) asserted that young college-aged women 
may be particularly sensitive to media cues because of their life stage and transition of roles. 
Middle-aged women, however, may be more likely to discount unrealistic youthful media 
images as irrelevant to the self as standards for appearance (Ogle & Damhorst, in press). 
The domain of possible selves proposes that the self-assessments people make as they 
age do not remain constant. As both biological changes and perceived environmental 
changes occur, adults redefine and reorganize their existence and meaning of the self 
(Dittmann-Kohli, 1990). Kaiser (1997) proposed that the accuracy and relevance of the self-
concept is evaluated on a continual basis. Self-image does change over time depending on 
feedback from others, social comparison, and self perception (Kaiser, 1997). People often 
make assessments of the self based on the judgments and appraisals of others. It is possible 
that the degree of closeness with another person may be a crucial factor influencing an older 
individual's perception of themselves. For example, according to Kaiser (1997), people may 
become less dependent with age on the rating of others when viewing the self. However, Oh 
(1999) found that older couples' assessments of one another impacted body satisfaction. In 
Oh's study, individuals who perceived their spouse's appraisals as positive were more 
satisfied with their body, and vice versa. 
&»cwzZ Comparison 
Social comparison theory proposes that people compare themselves with others for 
self-evaluation purposes (Festinger, 1954). The theory is relevant to self-assessments based 
on media images depicted in advertisements (Richins, 1991). Social comparison theory 
emphasizes the individual's use of others for self-reflection, self-evaluation, and self-
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perception (Suis, Martin, & Wheeler, 2002; Wheeler, 1991). The comparison to others often 
induces feelings of conformity and dissatisfaction with oneself (Wheeler, 1991). 
Festinger (1954) asserted that people do not always evaluate themselves in 
comparison to those who seem too different or divergent from one's own characteristics. 
Similarities with others serve as a reference for self-evaluation information. However, 
comparing oneself to dissimilar others also may be used to boost subjective well-being or 
enhance self-image (Suis et al., 2002). As a result of comparing oneself with others, the 
affective consequences influence attitudes toward the self (Wheeler, 1991). Consequently, 
when exploring the attitudes of older women related to advertisements, it is important to note 
the perceived similarity of the model to the observer. 
Often, the perceived similarity or dissimilarity with others is determined by the goal 
of social comparison (Wood, 1989). If the goal of social comparison is to evaluate oneself^ 
the comparison is usually made with others perceived to be similar, whereas if the goal is 
self-enhancement, a downward comparison is made with others viewed as "inferior." People 
often compare themselves with "superior others" or idealized images if the goal of 
comparison is to improve or enhance oneself. It is this goal that researchers warn could be 
threatening and damaging to self-perception (Wood, 1989) and create negative feelings like 
self-doubt and inadequacy among individuals (Hogg et al., 1999). 
With the pervasiveness of unrealistic images depicted in advertising, young girls and 
women reportedly compare themselves with fashion models on both a conscious and 
subconscious level. Their self-perceptions of physical attractiveness and overall self-esteem 
are often dependent on the tendency to compare oneself with others in the media (Martin & 
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Kennedy, 1993). Richins (1991) found evidence that female college students compare their 
own physical attractiveness to the attractiveness of models seen in the media, which resulted 
in lowered body satisfaction among the young women. Martin and Kennedy (1993) reported 
that the self-perceptions of attractiveness and self esteem of female preadolescents and 
adolescents were significantly negatively correlated with the tendency to compare oneself 
with advertising models. Hogg et al. (1999) found that women often study the size of the 
model's body in the comparison process and then rate themselves lower after seeing the 
images. Furthermore, among the younger and middle-aged female participants, the 
researchers found that young, attractive models created anxiety about aging and changes in 
physical appearance (Hogg et al., 1999). 
In relation to this study, it is conceivable that older women are less likely than 
younger and middle-aged women to compare themselves with models depicted in the media. 
Due to the underrepresentation of older adults in the popular press, it is plausible that older 
women perceive little similarity with models of younger ages, and therefore do not compare 
themselves with these models. Additionally, a realization and understanding that advertising 
depicts primarily unrealistic images may evolve over time for women. Festinger (1954) 
suggested that individuals do not compare themselves with others who seem too dissimilar 
from themselves. Therefore, older women may be unlikely to compare themselves with 
images viewed as irrelevant or unrelated due to dissimilar age (Hogg et al., 1999). As 
women age, it is possible that they become less influenced by society's standards, and thus 
do not use the media extensively for self evaluation purposes. 
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When studying older consumers, it is also valuable to use a variety of age 
identification measures. As other researchers (Bradley & Longino, 2001 ; Oberg & 
Tomstam, 2001) have found, chronological age is not the best indicator in determining 
peoples' perceived ages. Bradley and Longino (2001) suggested that, "the age that one feels 
may be different from the age that one appears to be" (p. 18). Likewise, Oberg and Tomstam 
(2001) used subjective age measures like Ideal-Age, Feel-Age, and Look-Age in determining 
the fitness activities and appearance ideals of older adults. Whereas Ideal-Age is the age that 
someone desires to be, Feel-Age is the perceived age related to psychological functioning 
and Look-Age is the perceived age related to physical appearance. Feel-Age is based on how 
an individual sees himself or herself and includes his or her personal identity characteristics. 
Look-Age is reflective of how individuals perceive others view them and is based on social 
identity. Consequently, using various measures of age identity is important, as subjective 
characteristics like Ideal-Age, Feel-Age, and Look-Age may relate to the personal 
experiences of older adults as well as to their appearance and body ideals (Oberg & 
Tomstam, 2001). 
Objectives 
The purpose of this study is to examine the relationship of attitudes toward 
advertising images and self-perceptions of older women. How older women respond to 
current media images is also explored. The objectives of this research project are to: 
(1) Examine the appearance self-discrepancy and satisfaction with the body of women 
aged 60 to 80. 
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(2) Evaluate the frequency with which older women compare themselves with models in 
the media. 
(3) Explore the attitudes of older female consumers toward fashion models perceived to 
be middle-aged or older. 
(4) Examine the differences in ratings of models perceived to be middle-aged or older on 
qualities of appearance and attractiveness. 
(5) Determine participants' perceived similarity with models middle-aged or older. 
(6) Assess whether model images of various ages have a negative effect and/or positive 
effect on the self perceptions of older women. 
(7) Develop research stimuli in which apparent age of fashion models is systematically 
varied. 
(8) Use qualitative data to focus on understanding quantitative findings and aid in the 
triangulation of data sources (Denzin, 1989). 
Hypotheses 
Because body image and self-esteem are positively related (Hogg et al., 1999; Lennon 
& Rudd, 1994), it is important to examine the relationship of appearance self-discrepancy to 
body satisfaction. Younger women who have a high discrepancy between their actual and 
ideal self are found to be generally dissatisfied with their body, have lower self-esteem, and 
greater concern over appearance and weight (Jung et al., 2001; Lennon & Rudd, 1994; 
Richins, 1991; Rudd & Lennon, 2000). Although some studies have found that older women 
typically have less disparity than do younger women between their idealized and actual sel% 
the relationship between discrepancy and body satisfaction of older women has not been 
explored extensively. Therefore, the following hypothesis will be tested: 
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* Hypothesis 1: Older women with higher appearance self-discrepancies are more 
dissatisfied with their bodies than are older women with smaller appearance self-
discrepancies. 
Research suggests that with time, women also become more content with their 
appearance, more accepting of age-related changes, and less preoccupied with achieving 
society's standards (Dittmann-Kohli, 1990; Hurd, 2000; Lewis & Cachelin, 2001; Oberg & 
Tomstam, 1999; Ryf% 1991). According to Hurd (2000), older women recognize and are 
aware of the radical ideals of beauty portrayed in fashion advertisements, but report being 
uninfluenced by media images. Jung et al. (2001) suggested that some women may 
recognize that their appearance is not fitting with media portrayals of the ideal, yet they are 
not influenced in their acceptance of themselves because of this difference. Consequently, it 
is conceivable that: 
* Hypothesis 2: Older women who place less importance on appearance attributes of 
the self are more satisfied with their bodies than are older women who place more 
importance on appearance attributes of the self. 
Moreover, studies show that women who are very dissatisfied with themselves are 
much more likely to compare themselves with media images for self-evaluation purposes 
(Gamer, 1997; Posavac et al., 1998). In relation to this, it is proposed that: 
* Hypothesis 3: Older women who compare themselves less frequently with models 
have higher ratings of body satisfaction than do older women who compare 
themselves more frequently with models. 
Expanding on the notion of perceived similarity, Festinger (1954) reported that 
people compare themselves with others who seem to have personal attributes similar to their 
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own. Lennon (1988) found that younger adult women perceived younger models as more 
attractive than older models. However, the participants also rated overall similarity between 
themselves and the youngest age models higher than between themselves and the older age 
models. Previous researchers have suggested that similarity leads to liking of or preference 
for others (Mathes, Brennan, Haugen, & Rice, 1985). Mathes et al. (1985) found that older 
men rated photographs of older women as more attractive than photographs of younger 
women. The authors attributed this preference to the fact that older men have more in 
common with older women. Therefore, it can be hypothesized that: 
* Hypothesis 4: Older women with higher perceived similarity with models have 
more positive beliefs about the models than do older women with lower perceived 
similarity with models. 
While younger and middle-aged women have been identified as being adversely 
affected by unrealistic media images, it is conceivable that older women are not affected in 
the same way. Posavac and Posavac (2002) reported that some women may be less affected 
by the media due to a small perceived discrepancy between themselves and fashion models. 
Hogg et al. (1999) indicated that some women discounted certain media images because they 
appeared too "ideal." In fact, some participants in the study favored images that were more 
"normal" in appearance. Because the media do not create images that are suitable standards 
of comparison for women, it is possible that: 
« Hypothesis 5: Older women with lower perceived similarity with models compare 
themselves less frequently with models than do older women who perceive more 
similarity with models. 
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Additionally, previous research has found that the age of the model impacts 
perceptions of fashionability, including the attractiveness and newness of the model's 
clothing. College-aged women rated younger models higher on dimensions of fashionability, 
as compared to older models (Clayton et al., 1987). In congruence to Clayton et al.'s 
findings, it is proposed that: 
* Hypothesis 6: Among older women, models perceived as older are rated less 
fashionable than models perceived to be younger. 
In exploring the concepts of subjective ages, Oberg and Tomstam (2001) found that 
older people generally feel younger than they actually are (Feel-Age) and believe that others 
perceive them to be younger (Look-Age). As reported by the authors, both Feel-Age and 
Look-Age may invoke feelings of youthfiilness for older adults. As a result, these feelings 
may influence a desire to maintain a younger appearance. The attitudes of Feel-Age and 
Look-Age also could impact the perceived similarity older women feel toward model images. 
For instance, the younger an individual feels, the more she is to identify with or feel similar 
to younger fashion models. To examine these ideas, the following hypotheses will be tested: 
* Hypothesis 7.1 : Older women with lower Look-Age place more importance on 
appearance attributes of the self than do older women with higher Look-Age. 
* Hypothesis 7.2: Older women with lower Look-Age perceive more similarity with 
models than do older women with higher Look-Age. 
* Hypothesis 8.1 : Older women with lower Feel-Age place more importance on 
appearance attributes of the self than do older women with higher Feel-Age. 
» Hypothesis 8.2: Older women with lower Feel-Age perceive more similarity with 
models than do older women with higher Feel-Age. 
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In addition to the hypothesis tests, the effects of model age on participants' purchase 
intentions will be examined. Determining whether older women have more interest in 
buying clothing worn by older-aged models as compared to younger models is worthwhile to 
businesses catering to the older population. The interrelationships among the variables used 
in this study also will be analyzed to assess whether participants' Feel-Age, Ideal-Age, Look-
Age, chronological age, body satisfaction score, and appearance-self discrepancy score 
predict participants' beliefs about models, purchase intentions, perceived similarity, and 
ratings of fashionability of models' clothing. 
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CHAPTERS: METHOD 
The following chapter includes a description of the procedures used to recruit 
participants and collect data. The methods used to conduct the study included 
questionnaires, stimulus ratings, and focus groups. Full-color photographs of fashion models 
appearing to be middle-aged or older were presented to the participants as stimuli. An 
experimental 2x4 research design was employed to explore the differences in participants' 
beliefs about the models. The questionnaires were designed to assess participants' feelings 
about their appearance and to examine respondents' reactions toward the stimuli. The 
instrument and stimuli were pretested prior to data collection. The participants were 
assembled in small focus groups after the stimulus rating for debriefing and to discuss issues 
related to the study. 
Sample 
The sample included female consumers aged 60 to 80. To recruit participants, the 
researcher contacted the directors of various senior community centers and/or leaders of 
different women's organizations in two states located in the Midwest. Once contact was 
established, the researcher inquired about visiting the centers or other organizational 
meetings. The purpose of the project and the procedures used to collect data were fully 
explained to the directors and club leaders. After obtaining permission to visit the sites, 
specific times were arranged to conduct the focus groups. The focus groups were held in the 
morning or early afternoon on the days scheduled and lasted for approximately one hour 
each. 
The directors and leaders were integral in generating interest and recruiting 
participants prior to the researcher's visit. Several days before the scheduled sessions, the 
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researcher contacted the directors and leaders to confirm the appointments and the number of 
women participating in each group. A couple of the sessions had to be rescheduled due to 
bad weather. 
To ensure the rights and confidentiality of those participating in the study, permission 
was obtained from the ISU Human Subjects Research Office. The participants were 
provided with consent forms that described the project and guaranteed their anonymity. 
Participants were asked to sign the consent forms granting their permission prior to data 
collection. A copy of the application materials submitted to the Institutional Review Board, 
including the informed consent document, is included in Appendix A. 
Stimuli 
Stimuli consisted of eight full-color photographs depicting middle-aged or older 
female fashion models. The photographs were collected jrom advertisements in various 
fashion magazines and merchandise displays in apparel catalogs. Age treatments (i.e., 
erasing wrinkles, changing hair color) were applied through Adobe Photoshop to each of the 
models, manipulating them to appear younger. This manipulation created two age versions 
of each model, resulting in a 2x4 (age x model) research design (see Table 3 .3). The models 
were selected based on the findings from the pretest. Due to the rights of the photographers 
and models, the photographs used as stimuli could not be reprinted in this dissertation in 
entirety. However, modified versions of the photographs have been included in Appendix B. 
A thorough description of the models has also been provided following the pretest section. 
Pretest 
A pretest was conducted with a focus group of 10 participants aged 60-80, recruited 
from a local senior center. The researcher met the participants at the senior center and 
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conducted the pretest in an isolated conference room to prevent interruptions or distractions. 
The pretest lasted approximately two hours; data collected from the pretest participants were 
not included in the final study. The purpose of the pretest was to identify any systematic 
problems prior to collecting data and to identify the effectiveness and appropriateness of the 
stimulus models. 
Two portfolios of photographs depicting older female fashion models were used as 
stimuli in the pretest (see Table 3.1). The younger or older version of each of the eight 
models was incorporated into a portfolio. To minimize order influence, the pictures in each 
portfolio were arranged in a different order for each participant. In a repeated measures 
format, each participant completed the same scales for each picture in a portfolio. The 
pretest instrument included the questions relating to participants' beliefs about the models, 
purchase intentions, and perceived similarity to the models. To determine whether the 
instructions provided in the questionnaires were easily understood, pretest participants were 
also asked to complete the scales measuring appearance self-discrepancy and age 
identification. 
Table 3.1 
AD PORTFOLIO 1 AD PORTFOLIO 2 
Model 1 Younger Model 8 Older 
Model 2 Older Model 7 Younger 
Model 3 Younger Model 6 Older 
Model 4 Older Model S Younger 
Model 5 Older Model 4 Younger 
Model 6 Younger Model 3 Older 
Model 7 Older Model 2 Younger 
Model 8 Younger Model 1 Older 
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After all the participants individually completed the items, the pretest participants 
were asked to respond to a series of open-ended questions in a focus group session. The 
discussion was audio recorded to capture the comments of the focus group (Morgan, 1997). 
At this phase of the pretest session, the overall purpose of the project was explained and a 
poster board showing each model with contrasting older and younger age versions was 
displayed. The pretest participants were asked to discuss which models they felt were the 
most attractive and unattractive, which models, if any, looked strange, odd, or unnatural, 
which models were wearing clothing that they would be most likely to purchase, and whether 
or not they perceived a difference in the younger and older age versions of each model. 
Additionally, to evaluate the clarity of instructions provided in the questionnaires, the 
participants were asked if they had any problems in understanding the directions or the way 
in which any of the individual questions were worded. To reduce the fatigue of pretest 
participants, four additional participants were asked to complete all the scales in both 
questionnaires to ensure the overall comprehensibility of directions. These four participants 
rated only one picture of a fashion model. 
The four models chosen for the final study included those with the highest mean 
scores on the items included in the Beliefs about the Models Scale (Petroshius & Crocker, 
1989) and Purchase Intentions Scale (Kim, 1995). The verbal data collected from the pretest 
participants was also used in selecting the stimulus models. It was determined during the 
focus group session that the model's clothing was a major factor influencing participants' 
reactions toward the stimuh. For instance, one model in a sleeveless outfit was not well liked 
among the participants. The respondents commented that the outfit was not something that 
they would likely purchase, mentioning that the majority of older women do not want to 
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show their upper arms because of sagging and wrinkling. Another model was not well 
received because of the style of the outfit and shoes. This particular model was wearing a red 
business suit with high-heeled boots and an oversized purse. The participants felt that this 
outfit was too trendy for their age group. Moreover, given changes in mobihty and balance 
that occur with age, the respondents commented that the model's boots would be difficult 
and unsafe to walk in. 
The other two models not used in the final study were eliminated as a result of 
participants' feedback regarding the appearance of the models in the photographs. One 
model wearing a dark brown jacket and pants was not selected due to respondents' difficulty 
in assessing the outfit. During the pretest, the participants commented that the outfit was 
difficult to see because of the dark color of the clothing. The fourth model not used was 
wearing little to no make-up and a brown chenille sweater with a black t-shirt underneath. 
The participants did not rate this model as particularly appealing and perceived this model as 
less attractive than the other stimulus models. 
Description of Stimulus Models 
Due to model and photographer rights, the pictures of the models could not be 
reprinted in entirety. However, to assist the reader in visualizing the differences among the 
models, a description of the models is provided in this section. Photographs of the models 
with faces masked are also included in Appendix B. 
As compared to Model 3, Models 1, 5, and 7 are fairly close in age range among the 
older and younger versions. Model 3 is somewhat older than the other models in the sense 
that the younger version of Model 3 appears to be approximately the same age as the older 
versions of Models 1,5, and 7. Although it was realized that this age discrepancy could 
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impact some of the findings of this study, Model 3 was included as one of the models used in 
the final study due to the positive reactions toward the model from the pretest participants. 
To make the models appear younger, wrinkles appearing around the eyes, mouth, and 
forehead of the older models were erased. Various aging lines or creases in the neck and 
hands that usually become more apparent over time were also smoothed out to create the 
younger versions of the models. The hair color of the older models was another factor 
considered in creating the younger age versions. Whereas the older models have 
predominately grey hair, the younger models have blonde, brown, or black hair with less 
grey. 
Model 3 also differs 6om the others in relation to the clothing worn by the models; 
Models 1, 5, and 7 appear in more causal clothing and postures while Model 3 is more formal 
looking. Specifically, Model 3 is standing fairly upright in a short wool/cotton boucle-jacket 
with wool/spandex dress slacks. Model 1 is shown sitting down, wearing a blousy turtleneck 
sweater and cotton/rayon/spandex ankle-length pants. Model 5 is also shown sitting, wearing 
a cardigan sweater over a brightly colored t-shirt with khaki pants. Model 7 is leaning 
against a wall wearing denim jeans and a corduroy jacket over a light, waist-length 
sweatshirt. All of the models appear to be European American, with the exception of Model 
5, who appears to be African American. Table 3.2 provides an overview of the appearances 
of the models, including a description of each model's clothing, posture, facial expression, 
and the age treatments applied in creating the younger versions of each model. 
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Table 3.2 
Z)escn|pfK»M ofAwMwf*» Mwfek 
Source 
Model 1 JJill Catalog, (2003, Spring 1), pg. 33. 
Model 3 Nordstrom Catalog, (2000, Fall), pg. 71. 
Model 5 Nordstrom Catalog, (2003, Spring), pg. 48. 
Model 7 JJill Catalog, (2003, Fall), pg. 21. 
Description of Models' Clothing 
Model 1 Oversized long-sleeve turtleneck sweater in blue-grey with cotton/rayon/spandex 
ankle-length pants also in blue-grey. 
Model 3 Wool/cotton/nylon French blue multicolored short boucle-jacket, worn with flat-
front wool/spandex pants in French blue. Jacket is shown with a gold and purple 
butterfly broach. 
Model 5 Hand-knit cardigan sweater with lilac, iris, and willow-colored yams accented with 
baby blue buttons. Worn over a cotton t-shirt in lilac with khaki colored pants. 
Model 7 Relaxed, long-sleeve corduroy artisan jacket in pumice, worn over a light-weight, 
waist-length sweatshirt with paisley design in lilac. Shown with blue denim jeans. 
Posture and Facial Expression of Models 
Model 1 Model is shown barefoot, sitting on the ground with one foot and one hand in front 
of the body with die other hand resting on the side of the neck directly under the ear. 
She has a slight smile, her lips are pressed together. 
Model 3 Model is standing upright, holding one hand with the other in front of the body. The 
model is slightly turned to the side in the photograph, with one side of the face and 
body more visible. She is not smiling. 
Model 5 Model appears to be sitting on a ledge with one leg bent and resting on the ledge and 
the other leg hanging off the side. One arm is resting on the bent knee. The other 
hand is resting on the ledge behind the body. She has a wide smile, with the front 
upper teeth showing. 
Model 7 Model is standing, leaning against a wall. One arm is resting alongside the body. 
The other arm is bent with the model's hand in her jeans pocket. This model appears 
to be grinning, with her lips pressed together. 
Ethnidty of Models 
Model 1 European American 
Model 3 European American 
Model 5 African American 
Model 7 European American 
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Table 3.2 (continued) 
DlfkrencesJnPh^âcaljZhaMcte:isdcsJ)etwMn^ge^erslons_^^^^^^^^^ 
Older version has grey hair; younger version has blonde hair. The hair of the model 
is longer than shoulder length and is loosely swept back and held in place behind the 
head. Wrinkles in the forehead and around the eyes and mouth were erased in the 
younger version. Veins appearing in the hand of the older model were also erased in 
creating the younger model. 
Both models have white hair. Due to the styling of the model's hair, changing the 
hair color of the younger version in Adobe Photoshop proved to be difficult The 
model's hair is short and wavy and is not quite shoulder length, and appears to be 
brushed back away from the face. The aging lines around the model's eyes, mouth, 
and neck are erased in the younger version, in addition to the veins visible in the 
older model's hand. 
Both models have very short hair, cut close to the head in natural afro style. The 
older model has salt-and-pepper hair, the younger model has black hair. The visible 
lines and wrinkles around the older model's eyes and mouth were smoothed over in 
creating the younger version of the model. 
The models have long, wavy hair, loosely pulled back and hanging behind the neck. 
The older model has dark colored hair with grey highlights framing the face. The 
younger version has lighter brown hair, with sandy-colored highlights around the 
face. Wrinkles and aging lines appearing in the face of the older model, especially 
under the eyes, around the mouth, and in the neck, are less visible in the younger 
version. 
Instrument 
An instrument consisting of two questionnaires, the stimuli, and a qualitative 
component was used to collect quantitative data for this study. The first questionnaire related 
to participants' feelings about themselves, and included scales to measure appearance self-
discrepancy, satisfaction with the body, proclivity to compare oneself with others, and age 
identification. The second questionnaire related to participants' beliefs about the models, and 
included additional questions measuring respondents' purchase intentions, perceived 
similarity with the model, and perceived fashionability of the model's clothing. A full 
description of both questionnaires and the qualitative component is specified below. 
Model 1 
Model 3 
Model 5 
Model 7 
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Appearance ^e/^Discr^pancy 
To measure appearance self-discrepancy, the Body-Image Ideals Questionnaire (BIQ) 
was used (Cash, 2000a; Cash & Szymanski, 1995). The questionnaire included 10 personal 
attributes: height, skin complexion, hair texture and thickness, facial features, muscle tone 
and definition, body proportions, weight, chest size, physical strength, and physical 
coordination. For each of the 10 attributes, respondents were asked to think about their ideal 
self and rate the extent to which they believe they look like or match their ideal on a four-
point ordered set of options: "Exacf(y oj 7 am;" 'W/mosf as / am;" "Fazrfy me;" and 
"Fiery wm/zte me." Respondents then were asked to rate the personal importance of each 
characteristic to their attractiveness using another four-point ordered set of options ranging 
from 1 (JVbf Jmporfanf) to 4 (Fery Tmporfafif). BIQ composite scores were calculated by 
multiplying the two scores (discrepancy x importance) for each attribute and then adding the 
10 weighted scores together for each individual. According to Cash (2000a), the mean 
Cmnbach's o^pAa value for women's BIQ scores across five different samples was .76. 
&zfis/0cfzorz fAe .Body 
To assess participants' satisfaction with the body, the Body-Areas Satisfaction Scale 
(BASS) was adapted to the study. The original BASS included eight physical areas or 
attributes: face (facial features, complexion), hair (color, thickness, texture), lower torso 
(buttocks, hips, thighs, legs), mid torso (waist, stomach), upper torso (breasts, shoulders, 
arms), muscle tone, weight, and height (Cash, 2000b; Cash & Henry, 1995). For the 
purposes of this study, the BASS was modified so that upper torso included shoulders and 
arms only; breasts were listed as a separate characteristic. Due to physical changes that occur 
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with age, it is conceivable that older women become dissatisfied with their breasts in ways 
differentiated from assessments of other upper-body attributes like the shoulders or arms. 
Using a 5-point Likert-type ordered set of options ranging from 1 (Fiery dissafis/W) 
to 5 (Fiery jafis/zed), respondents were asked to rate their satisfaction with each personal 
characteristic. The reported internal consistency of the scale tested on a sample of female 
college students was .73 (Cash, 2000b). 
&>cia/ Comparison 
Questions pertaining to social comparison were included in the first questionnaire to 
determine participants' inclination or predisposition toward comparing oneself with others. 
Using the features of height, weight, shape, face, hair, style, and attractiveness, participants 
were asked to rate on a five-point ordered set of options ranging from 1 (Mever) to 5 (v4Avaya) 
how frequently they compare themselves to fashion models. Jones (2001) used a similar 
scale to assess the frequency with which seventh and tenth graders compared themselves to 
fashion models and peers. 
Similarly, the Attention to Social Comparison Information (ATSCI) Scale was 
adopted to measure participants' concern and sensitivity to others' opinions and reactions 
toward them (Lennox & Wolfe, 1984). The ATSCI is composed of 13 items scored on a 
five-point ordered set of options ranging from 1 (dfwaysyaZse) to 5 (XWways frwe). Included 
in the scale are statements such as: A is my /êe/ing fAaf if everyone e/ae in a group is 
6eAaving in a cerfain manner, f&is mztsf 6e fAe proper way fo 6eAave; 7 acfive/y avoid 
wearing c/of&as f&af are nof in .sfy/e; and Xf parfi&s 7 wswa/fy fry fo 6eAave in a manner f&af 
ma&e me/zf in. According to Bearden and Rose (1990), the values of Cronbach's a(pAa 
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estimates for the ATSCI scale across four different studies of college-aged students ranged 
from .83 to .89. 
Although the ATSCI scale was included in the questionnaire, this measure was 
ultimately not used in the data analyses reported in Chapter 4. The results of the factor 
analysis indicated poor construct validity. The measure may be more useful with younger 
rather than older respondents. 
Afenfz/zcafzo» and Of&er Demographic CAaracferzsfzcs 
As part of the first questionnaire, standard measures of age identification used 
previously by Oberg and Tomstam (2001) were employed. Respondents were asked to 
respond to four statements: (1) 7» my inner re# 7/êeZ a? zf/am ... year; o/d; (2) /wozdd masf 
/z&e fo 6e ... years ofd; (3)7fAznAofAer/?eqp/esee me as ... years o/d; (4) 7 was 6orm in ... 
(year of birth). Responses to these statements were used to calculate participants' Feel-Age 
(1), Ideal-Age (2), Look-Age (3), and chronological age (4). Additional demographic 
information was also collected to assess participants' race/ethnicity, highest education level, 
annual income, and occupational status. 
gwesfzonnaire 2 
.Be/ze/s a6owf fAe Mbdek 
Part of the second questionnaire was used to examine participants' initial reactions 
toward the stimuli. A scale previously developed and tested by Petroshius and Crocker 
(1989) was adapted to measure respondents' beliefs about the appearances of the models in 
the photographs. Petroshius and Crocker (1989) examined spokesperson characteristics on 
advertisement and product evaluations in a study with similar objectives to this research 
project. In the current study, participants were asked to rate the fashion models on five 
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different items using a seven-point ordered set of options: ^oring/Thferesfing, 
U/%z#pea#Mgy%#peafi/;g, C/mimpressive/^Mpressive, U/iaAracfive/WAracfive, and M# Eye 
CafcAing/Eye CafcAzng. The internal consistency of the measure ranged from .75 to .87, 
according to Petroshius and Crocker (1989) who studied college-aged students. 
Purchase Azfenfionj 
Questions pertaining to participants' purchase intentions were also included in the 
second questionnaire. Using three bipolar adjective differential choices: CWiWy/Fery 
Z,i*e/y, T/nprokzWe/Pery Pro6a6Ze, and AnposszMe/Pery Poss z6Ze, respondents were asked to 
indicate their interest in buying the clothing worn by the models in the photographs. The 
internal consistency of the scale was .91 (Kim, 1995). 
Perceived Xge 
Participants were asked to indicate the perceived age of the model in the photographs. 
In 10-year increments, ranging from 20-29 up to 80-89, the respondents selected the age 
group to which they estimated the model belonged. This measure was included as a 
manipulation check to ensure that the participants perceived an age difference between the 
younger and older versions of each model. Analyzing perceived age of the models also was 
useful for observing if model age had an impact on participants' beliefs about the model and 
the clothing worn by the models. 
Perceived Amz/arify 
Because similarities with others serve as references for self-evaluation (Festinger, 
1954), questions were included to assess participants' perceived similarity with the models in 
the photographs. Assessments of perceived similarity of the self to models in advertisements 
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on characteristics such as overall lifestyle, cultural background, dress, appearance, and basic 
values have been tested previously (Appiah, 2001; Whittler, 1989). 
In this study, respondents indicated how similar they felt to the model in the 
photograph using a 5-point ordered set of options ranging from 1 (&rong(y Disagree) to 5 
(Arongfy vdgree). However, the perceived similarity scale tested by Appiah (2001) and 
Whittler (1989) was modified slightly on the basis of pretest findings. The characteristic 
"cultural background" was identified as problematic during the pretest and subsequently was 
removed from the questionnaire. The pretest participants indicated that they were confused 
by the item and were unsure of how to respond to it. Two other items were added to the 
scale to assess participants' perceived similarity to the model in both attractiveness and body 
shape and overall similarity. These dimensions were used by Posavac and Posavac (2002) to 
measure young college-aged girls' perceived discrepancy between their own attractiveness 
and the "ideal" look portrayed in media images. 
Perceived FasAio?wz6i/ify of CZof&ing 
Clayton et al. (1987) used a series of items to measure the perceived fashionability of 
a garment. The items were adapted to rate the models' clothing on four adjectives: 
/ôshionaMe, cwrrenf, affracfive, and wp-fo-dafe. A 5-point ordered set of options ranging 
from 1 (Sbwig/y Disagree) to 5 (Arongfy vdgree) was used. Clayton et al. did not report the 
reliability of the fashionability scale. 
Procedure 
The participants were assembled in small focus groups of a maximum of 12 persons 
at a time (maximum recommended by Babbie, 1998). The procedures of the study were then 
explained during a thorough explanation of the consent forms. Following the distribution 
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and collection of signed consent forms, each participant received a folder containing two 
questionnaires and a photograph of a model. After completing the first questionnaire, 
participants were instructed to complete the second questionnaire while referring to the 
photograph of the model. The stimuli were randomly assigned to participants, with one 
purposive sampling limitation. An attempt was made to include approximately equal 
numbers of women in their 60s and 70s in each cell. By allowing each participant to view 
only one model, influence of responses to the other stimulus models was minimized and 
possible participant fatigue was reduced. At least 20 respondents per cell were obtained for 
reliable results (Table 3.3). 
Table 3.3 
o/ Kegpomfg/xA Mgwwg Kgrsion of foe* Mode/ 
Age of Model 
Model Younger Older 
1 n =21 m = 22 
3 n = 20 m = 20 
5 M = 20 » = 20 
7 M = 20 » = 20 
After participants completed the second questionnaire, the researcher asked the 
participants to talk together about various open-ended questions in a focus group format. 
During this phase, the researcher displayed the photographs of the four models, including 
both the older and younger-age versions of each, on a large poster board. The focus group 
interaction provided supplementary qualitative data used to facilitate triangulation of data 
sources (Babbie, 1998; Denzin, 1989). Building on the theoretical foundations of possible 
selves and social comparison, the qualitative component was designed to allow participants 
an opportunity to comment on whether and how the photographs of the models affected their 
self-perception and body satisfaction. Furthermore, the focus group data were useful in 
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examining respondents' attitudes toward the images and toward how older women are 
depicted in the media today. Questions posed to the participants included: 
1) Overall, do you find the models in the pictures appealing or unappealing? Why? 
2) How similar in appearance are these models to your own appearance? Explain. 
3) Do you wish you looked like the models seen in these pictures? Why, or why 
not? 
4) If so, who would you most like to look like? Explain. 
5) Which models do you End the most attractive? Explain. 
6) Which models do you find the most unattractive? Explain. 
7) Do these images change the way you feel about yourself? 
8) If so, do you feel better or worse about your image after having seen the pictures 
of the models? Explain. 
9) Which images have the greatest influence on the way you feel about yourself? 
10) Would you purchase the clothing that any of the models are wearing? If yes, 
which ones? 
11) Are any of the outfits seen better or worse than others? 
12) What do you think about the way that older women are depicted in advertising in 
general? 
13) Would you prefer to purchase clothing from retailers who use older models in 
their advertising as opposed to those that use younger-aged models? Explain. 
Data Analysis 
gzAZMfifafrve 
As part of the preliminary analysis, a general inspection of the data was conducted by 
examining frequency distributions, means, and standard deviations. The Statistical Package 
for the Social Sciences (SPSS) was used to conduct the data analysis. To generate an 
overview of the sample, demographic variables were analyzed using descriptive statistics. 
Exploratory factor analysis using principal component analysis as the extraction method with 
varimax rotation was performed to assess dimensionality and to aid in the creation of multi-
item measures. Factor analyses were conducted on items measuring appearance self-
discrepancy, body satisfaction, social comparison, beliefs about the models related to 
appearance, purchase intentions, perceived similarity, and fashionability of the model's 
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clothing. Internal reliability of multiple item measures was evaluated using Cronbach's 
standardized (Krathwohl, 1998). Decision rules concerning the combination of items 
into one score were based on the factor analyses and reliabilities of measures. The 
combinations of items used by the original researchers who developed and tested the 
constructs were also considered. For each construct, scores for the multi-item measures were 
computed by averaging the values of the non-missing items. 
Independent sample f-tests were performed to evaluate the effectiveness of the age 
treatment. For each model, the mean scores of perceived age for the younger and older 
versions were compared. The data were then split so that the output could be organized by 
group (model and age version). This provided a method for examining participants' beliefs 
about the models, purchase intentions, perceived similarity, and fashionability of the model's 
clothing for both age versions of each model. 
After testing each measure for normal distribution (Krathwohl, 1998), multivariate 
analysis of variance (MANOVA) was used to examine the between-subjects effects of the 
model and the age treatment on participants' beliefs about the model, purchase intentions, 
perceived similarity, and fashionability of the model's clothing. The Bonferroni multiple 
comparison procedure was used to account for the number of possible comparisons of means 
among the different models. 
Simple linear regression analyses were conducted to test the hypotheses of this study. 
The relationship between participants' perceptions about themselves and their body 
satisfaction was explored, in addition to their overall tendency to compare themselves with 
fashion models. Participants' beliefs about the models and their perceived similarity to the 
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models also were related to the models' age and appearance, and to the clothing worn by the 
models. 
To understand further the interrelationships among the variables, multiple regression 
analyses were performed to assess how measures of model beliefs, purchase intentions, 
perceived similarity, and fashionability of the model's clothing were predicted by a set of 
independent variables. Predictor variables used in these analyses included chronological age, 
Feel-Age, Look-Age, Ideal-Age, and the summed measures for appearance-self discrepancy, 
body satisfaction, social comparison, and perceived similarity. 
gwa/zfaffve vdnafyaic 
According to Morgan (1997), supplementary focus groups are useful in obtaining 
follow-up data to a study involving another primary research method. Similarly, focus 
groups provide an opportunity to record and observe large amounts of discussion and 
interaction on a particular topic (Morgan, 1997). For the purposes of this study, qualitative 
data were collected to deepen the understanding of the quantitative findings and to link the 
findings to previous research. To analyze the qualitative data, responses to each question 
were organized across the focus groups to identify major themes or commonalities in the 
responses. The qualitative data were used as a supplement to the discussion of quantitative 
findings (Chapter 5). For this analysis the responses were not fully grounded in a theory-
driven analysis with assessment of trustworthiness. 
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CHAPTER 4: FINDINGS 
This chapter includes the results of the preliminary data analyses and tests of the 
hypotheses. The preliminary data analysis includes an overview of the sample, factor 
analyses, reliability of measures, and descriptive statistics regarding participants' appearance 
self-discrepancy, body satisfaction, and frequency of comparison to fashion models. 
Independent sample f-tests were conducted to assess the effectiveness of the age treatments 
applied to each model. Multivariate analysis of variance was used to explore participants' 
beliefs about the models, purchase intentions, perceived similarity, and fashionability of the 
model's clothing given the main effects for model and age treatment. Additional 
interrelationships among the variables were explored through regression analyses. 
Overview of the Sample 
A total of 163 women ranging between the ages of 60 and 80 participated in the 
study. The mean chronological age of participants was 71.5. As seen in Table 4.1, the mean 
subjective ages of the participants, including Feel-Age, Ideal-Age, and Look-Age, were 
lower than the mean chronological age of the sample. Difference scores for the subjective 
ages were calculated by subtracting the actual values of Feel-Age, Ideal-Age, and Look-Age 
from chronological age. Based on the difference scores, on average participants felt 16 years 
younger, wished they were 19 years younger, and perceived others to view them as 8 years 
younger than they actually were (Table 4.1). 
Table 4.2 shows the distribution of age ranges among participants in each cell. An 
attempt was made to include approximately equal numbers of women in their 60s and 70s in 
each cell. However, this proved to be somewhat difficult as the participants' actual ages 
were not easily perceived through surface appearance cues. The distribution of participants 
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by age group was fairly equal in the cells for Model 1 (older version), Model 3 (younger 
version), and Model 7 (both younger and older versions), but were not as well evenly 
distributed in the other cells. 
Table 4.1 
Feel-Age 
(a = 147) 
Ideal-Age 
(« = 149) 
Look-Age 
(a = 146) 
Chronological Age 
(« = 154) 
Mean 55.3 52.2 63.0 71.5 
Std. Dev. 14.5 15.6 9.5 6.2 
Difference Scores M=15.9 S
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Table 4.2 
DwfrAMdoM per Ce# 
Participants aged 60-69 Participants aged 70-80 
Frequency Percent Frequency Percent 
Model 1 
Older version 10 45.5 12 54.5 
Younger version 8 38.1 13 61.9 
Model 3 
Older version 5 25.0 15 75.0 
Younger version 8 40.0 12 60.0 
Model 5 
Older version 7 35.0 13 65.0 
Younger version 6 30.0 14 70.0 
Model 7 
Older version 9 45.0 11 55.0 
Younger version 11 55.0 9 45.0 
As seen in Table 4.3, the majority of the sample (85 percent) was European 
American, with the remaining 15 percent belonging to African American, Asian American, 
or Native American ethnic groups. None of the participants indicated belonging to more than 
one ethnic group. 
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Table 43 
DawograpAfcs of Auapk 
Frequency Percent 
Ethnicity (m = 162) 
European American 138 85.2 
African American 10 6.2 
Latino American 0 0.0 
Asian American 1 0.6 
Native American 13 8.0 
Native Hawaiian or Pacific Islander 0 0.0 
Other 0 0.0 
Highest Education Level (« = 160) 
Completed grade school 7 4.4 
Some high school or less 16 10.0 
Graduated high school or equivalent 44 27.5 
Some college, vocational, or technical school 55 34.4 
Graduated college 14 8.8 
Some graduate or professional school 9 5.6 
Received graduate or professional degree 15 9.4 
Income (a = 121) 
Under $5,000 3 2.5 
$5,000 - $9,999 12 9.9 
$10,000-$14,999 16 13.2 
$15,000-$24,999 18 14.9 
$25,000 - $34,999 20 16.5 
$35,000 - $49,999 17 14.0 
$50,000 - $74,999 12 9.9 
$75,000 - $99,999 13 10.7 
$100,000 - $149,999 6 5.0 
$150,000 - $199,999 0 0.0 
$200,000 or over 4 3.3 
Occupational Status (« = 154) 
Working full-time, paid 7 4.5 
Working part-time, paid 6 3.9 
Working full-time, unpaid 4 2.6 
Working part-time, unpaid 3 1.9 
Retired 130 84.4 
Unemployed, but looking for job 1 .6 
Other 3 1.9 
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Seventy-six percent of the sample had graduated from high school and had received 
some form of post-secondary education or job training. An additional 9 percent of the 
sample had graduated from college. The mean annual income of the sample ranged from 
$25,000-$34,999, values higher than the national average ($15,615) of women 65 and older 
living in the U.S. ("State of older women in America", 2004). Eighty-four percent of the 
sample reported their occupational status as retired; on average, the number of years since 
retirement was 12. 
Factor Analyses 
Exploratory factor analyses were conducted for variables with multiple items. The 
factors were extracted using principal components extraction with varimax rotation. The 
factor analyses were performed to develop the constructs used in this study. Decision rules 
concerning the combination of items into one score were based on 6e eigenvalues, factor 
loadings, and reliabilities of the measures. As outlined in Mertler and Vannatta (2002), only 
components with eigenvalues greater than 1 were retained. Additionally, the factor loadings 
highest on each component were examined to identify the common characteristics among the 
items. In general, items with loadings less than .50 or higher than .30 on the other factors 
were not retained. However, creations of multi-item measures were also evaluated in relation 
to the combination of items used by the original researchers in developing and testing the 
constructs. 
To examine the appearance self-discrepancy of participants, three separate factor 
analyses were conducted on respondents' discrepancy score, ideal importance score, and BIQ 
composite score. The ten individual physical characteristics were used to assess the 
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difference or discrepancy between participants' actual and ideal self^ in addition to the 
importance of each characteristic as related to attractiveness. Items in the BIQ composite 
score factor analysis were the cross products (discrepancy x importance) of each individual 
attribute. 
On the discrepancy score, two factors with eigenvalues over 1.00 were extracted, 
explaining 53 percent of the total variance (Table 4.4). The communalities of the items 
ranged from .29 to .69/ Although the factor loadings for height, skin complexion, and hair 
were lower than .5 in the one factor solution, it was decided to sum all the items for 
discrepancy into one score for additional analyses. Combining the items into one score made 
the most sense conceptually. Cash and Szymanski (1995), who developed and tested the BIQ 
scale, also used the items as one summed variable in their analyses of appearance self-
discrepancy. 
Table 4.4 
Dôrre/MZMcy Score facfor 
Factor 1 Factor 2 
Height .13 .56 .44 
Skin Complexion .02 .79 .48 
Hair Texture & Thickness .53 .05 .46 
Facial Features .08 .77 .51 
Muscle Tone & Definition .73 .22 .72 
Body Proportions .62 .44 .76 
Weight .61 .16 .59 
Chest Size .26 .72 .63 
Physical Strength .83 .07 .72 
Physical Coordination .81 .04 .68 
Eigenvalue 2.99 2.32 3.70 
% of Variance 29.93 23.22 37.00 
* Factor loadings based on a 2-factor rotated solution. 
Factor loadings based on a 1 -factor solution. 
^ Communalities of the items for each construct are included in Appendix D. 
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In measuring participants' ideal importance score, two factors were extracted initially 
with eigenvalues over 1.00, explaining 59 percent of the total variance (Table 4.5). The 
communalities of the items ranged from .34 to .73. Within the one-factor solution, only one 
item, height, loaded below .5. The rest of the factor loadings ranged from .58 to .77. Thus, 
similar to the scores for discrepancy, it was decided to sum all the 10 items into one measure 
for participants' importance score. 
Table 4.5 
iaywr&Mxce Score facfor 
Items Factor Loadings" Factor Loadings'" 
Factor 1 Factor 2 
Height .02 .69 .47 
Skin Complexion .26 .81 .72 
Hair Texture & Thickness .32 .68 .69 
Facial Features .38 .75 .77 
Muscle Tone & Definition .71 .31 .75 
Body Proportions .61 .42 .73 
Weight .65 .32 .70 
Chest Size .45 .37 .58 
Physical Strength .85 .09 .70 
Physical Coordination .85 .12 .72 
Eigenvalue 3.25 2.69 4.75 
% of Variance 32.52 26.94 47.52 
* Factor loadings based on a 2-factor rotated solution. 
Factor loadings based on a 1-factor solution. 
The factor analysis on the BIQ composite scores revealed a two-factor solution, 
explaining 54 percent of the total variance. The communalities of the items ranged from .31 
to .74. As seen in Table 4.6, only one item, height, loaded below .5 on the one factor 
solution. The remaining factor loadings ranged from .50 to .78. 
In analyzing the reliabilities of the measures, including the individual scores for 
discrepancy and importance and the BIQ composite score, it was concluded that deletion of 
any of the items did not distinctively improve reliability overall (see Table 4.13 for reliability 
52 
estimate). This included the a/p/wz value if the item height was deleted, which appeared to 
load lower than the other attributes on the one-factor solutions. Consequently, the reliability 
estimates provided further substantiation for combining all the items into one summed score 
for the variables of discrepancy, importance, and overall BIQ composite. 
Table 4.6 
CoMpofAg Score focfor 
Items* Factor Loadings'' Factor Loadings' 
Factor 1 Factor 2 
Height .06 .67 .40 
Skin Complexion .11 .81 .51 
Hair Texture & Thickness .54 .14 .54 
Facial Features .09 .74 .50 
Muscle Tone & Definition .76 .20 .75 
Body Proportions .64 .42 .76 
Weight .65 .13 .62 
Chest Size .26 .54 .50 
Physical Strength .85 -.02 .72 
Physical Coordination .85 .10 .78 
Eigenvalue 3.23 2.19 3.83 
% of Variance 32.28 21.93 38.25 
* Items in the BIQ composite score factor analysis are the cross-products (discrepancy x importance) 
of each individual attribute. 
Factor loadings based on a 2-factor rotated solution. 
^ Factor loadings based on a 1-factor solution. 
Axfy Sofza/izcfzoH 
Nine items were combined to explore participants' body satisfaction. Based on the 
analysis, two factors were extracted with eigenvalues over 1.00 (Table 4.7). The eigenvalue 
of the strongest factor was above 3.00 and explained 34 percent of the variance. The 
eigenvalue of the second factor extracted was slightly above 1.00, explaining an additional 
20 percent of the total variance. The communalities of the variables ranged from .21 to .78. 
In examining the two-factor solution, only two items, face and breasts, were found to 
load highly on the second factor. In the one-factor solution, face and hair loaded slightly 
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below .5. The reliability of the Body Areas Satisfaction Scale was determined to be .82 (see 
Table 4.13), and did not increase dramatically as a result of deleting any of the items. 
Consequently, for additional analysis, all the items were combined into one summed score 
for body satisfaction. Cash (2000b), who developed the BASS, did not indicate that the 
items should be separated into different variables for purpose of statistical analysis. 
Table 4.7 
Factor 1 Factor 2 
Face -.04 .88 .42 
Hair .36 .28 .46 
Lower Torso .75 .23 .76 
Mid Torso .83 .10 .77 
Upper Torso .45 .64 .71 
Breasts .31 .64 .60 
Muscle Tone .64 .20 .65 
Weight .76 .19 .75 
Height .61 .12 .58 
Eigenvalue 3.05 1.82 3.74 
% of Variance 33.83 20.20 41.56 
* Factor loadings based on a 2-factor rotated solution. 
Factor loadings based on a 1-factor solution. 
CoTMfxzriswz fo 
To evaluate the frequency with which the participants compared themselves to 
fashion models, seven items were used to examine social comparison. As a result of the 
analysis, only one factor with an eigenvalue over 1.00 was extracted, explaining 64 percent 
of the variance. As seen in Table 4.8, all the items loaded positively on the factor, with 
loadings ranging from .71 to .86. Communalities for the seven items ranged from .50 to .74. 
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Table 4.8 
CompanaoM fo Mode/s facfor 
Items Factor Loadings 
Height 
Weight 
.71 
.79 
.86 
.86 
.75 
.80 
.83 
Shape 
Face 
Hair 
Style 
Attractiveness 
Eigenvalue 
% of Variance 
4.49 
64.19 
Five items were combined to evaluate participants' beliefs about the models. These 
items related to the physical appearance and individual attractiveness of each model. From 
the factor analysis, one factor was extracted with an eigenvalue over 1.00, explaining 78 
percent of the total variance (Table 4.9). All five items loaded positively on the one major 
factor, with loadings ranging from .86 to .90. The communalities for the five items ranged 
from .73 to .81. 
Table 4.9 
q&owf f&g facfor /jmaZygw 
Model is interesting .88 
Model is appealing .90 
Model is impressive .89 
Model is attractive .88 
Model is eye catching .86 
Eigenvalue 3.88 
% of Variance 77.65 
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Purchase T/zfenfzona 
Three items were included to assess participants' purchase intentions related to the 
models' clothing. As a result of the analyses, one factor was found to have an eigenvalue 
over 1.00, explaining 88 percent of the variance (Table 4.10). The items loaded positively on 
the one factor, with loadings ranging from .93 to .95. The communalities of the items ranged 
from .86 to .90. 
The measure for participants' perceived similarity with the models included six 
separate items. The factor analysis showed only one factor with an eigenvalue over 1.00, 
explaining 57 percent of the total variance (Table 4.11). All the items loaded positively on 
the factor, with loadings ranging from .59 to .84. Communalities of the six items ranged 
from .35 to .71. 
ofMode/ C/ofAzng 
The factor analysis of the construct of fashionability showed only one factor with an 
eigenvalue over 1.00, accounting for 69 percent of the variance (Table 4.12). All four items 
loaded positively on the factor, with loadings ranging from .79 to .89. The communalities of 
the items ranged from .63 to .79. 
Table 4.10 
Items Factor Loadings 
Likelihood of purchasing clothing .93 
Probability of purchasing clothing .95 
Possibility of purchasing clothing .94 
Eigenvalue 2.64 
% of Variance 88 .15 
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Table 4.11 
Percgjygd .SÙMf&zrAy focfor XfxofysK 
Items Factor Loadings 
Overall Lifestyle .78 
Dress .77 
Appearance .84 
Basic Values .69 
Attractiveness & Body Shape .59 
Overall Similarity .84 
Eigenvalue 3.43 
% of Variance 57.22 
Table 4.12 
Items Factor Loadings 
Fashionable .83 
Current .79 
Attractive .82 
Up-to-date .89 
Eigenvalue 2.78 
Reliability of Measures 
After running the factor analyses, reliabilities for the constructs were analyzed to 
assess internal consistency. Cronbach's standardized g/p/wz was used in determining the 
reliability of the measures. Deletion of items in the measures evaluated did not distinctively 
improve reliability. As seen in Table 4.13, the coefficient estimates for the constructs were 
all acceptable and ranged from .80 to .93. To test for normality, the residuals of the summed 
scores were also assessed. In plotting the residuals, a relatively straight line relationship 
among the points was observed. Thus, evaluating the linearity of the items provided further 
support for creating the summed variables used in this study. 
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Table 4.13 
jEafAwafeg of (kg CowgAifcA 
Variable Number of Standardized 
Items 
BIQ Composite Score 10 .81 
Discrepancy Score 10 .80 
Importance Score 10 .87 
Body-Areas Satisfaction Scale 9 .82 
Social Comparison to Fashion Models 7 .91 
Beliefs about the Models 5 .93 
Purchase Intentions 3 .93 
Perceived Similarity 6 .85 
Fashionability of Model's Clothing 4 .85 
Descriptive Statistics 
v4ppearance ^e^Diycrgpa/icy 
Analyses of the items in the Body-Image Ideals Questionnaire (BIQ) (Cash, 2000a; 
Cash & Szymanski, 1995) revealed that the women as a whole perceived little discrepancy 
between their ideal and actual physical appearance. The mean discrepancy score reported in 
Table 4.14 suggests that participants felt that their body resembled or matched their ideal 
fairly closely. Moreover, given the mean importance score, participants believed that the 10 
physical attributes included in the measure were only somewhat to moderately important to 
their attractiveness. 
In examining the mean composite BIQ score, it was determined that the extent to 
which participants perceived their characteristics to match their ideal reflected little self-ideal 
disparity, with the importance participants associated with having those ideals as only 
somewhat important to their overall attractiveness. Specifically, among the discrepancy 
scores, weight, body proportions, and muscle tone were the characteristics for which 
participants felt the most discrepancy between their ideal and actual self. Participants 
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perceived the least discrepancy between their ideal and actual self on the characteristics of 
facial features, skin complexion, and height. 
Table 4.14 
Appearance «SWfDwcrepgmcy Scores 
Discrepancy Importance Composite 
Scores" Scores'" BIQ Scores 
Weight 
Mean 2.59 3.09 8.06 
Std. Deviation 1.05 0.90 4.46 
Body Proportions 
Mean 2.58 2.82 7.46 
Std. Deviation 0.99 0.90 4.13 
Physical Strength 
Mean 2.45 2.88 7.28 
Std. Deviation 1.01 0.91 4.37 
Muscle Tone 
Mean 2.51 2.79 7.19 
Std. Deviation 0.89 0.91 3.87 
Physical Coordination 
Mean 2.26 3.08 7.04 
Std. Deviation 1.00 0.94 4.38 
Hair 
Mean 2.18 2.72 6.24 
Std. Deviation 1.03 1.03 4.45 
Facial Features 
Mean 1.94 2.69 5.34 
Std. Deviation 0.84 1.03 3.52 
Chest Size 
Mean 2.05 2.41 5.01 
Std. Deviation 0.96 1.00 3.73 
Skin Complexion 
Mean 1.74 2.57 4.44 
Std. Deviation 0.81 0.98 2.98 
Height 
Mean 1.70 2.01 3.49 
Std. Deviation 0.93 1.07 2.93 
Total 
Mean 2.20 2.71 6J1 
Std. Deviation 0.57 0.64 2.44 
* Scores were based on a 1-4 scale, with "1" reflecting the least discrepancy and "4" reflecting the 
most discrepancy. 
^ Scores were based on a 1-4 scale, with "1" reflecting no importance and "4" reflecting the most 
importance. 
" BIQ scores are the cross-product values of scores for each attribute. The mean weighted total 
discrepancy score is based on a 1-16 range. 
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Related to the importance scores, participants perceived their weight, physical 
coordination, and physical strength as most important to their attractiveness. Skin 
complexion, chest size, and height were the characteristics participants felt were least 
important to achieving their ideal appearance (Table 4.14). 
Azfij/ocfzom wzfA f&e 
Participants' discrepancy and importance scores were explained further through the 
analysis of body satisfaction. The participants reported the most dissatisfaction with the 
same characteristics perceived as the most discrepant to their ideal appearance. Participants 
perceived the most discrepancy for weight and body proportions and indicated the most 
dissatisfaction with their lower torso, weight, and mid torso. Participants reported the most 
satisfaction with the same characteristics perceived as the least discrepant between their ideal 
and actual self as well. As seen in Table 4.15, hair, facial features/complexion, and height 
were the attributes with which participants felt the most satisfaction. Complexion and height 
also were two of the characteristics perceived as not very important to achieving ideal 
attractiveness. Overall, while the total mean score for body satisfaction does not indicate that 
participants were particularly satisfied with their bodies, it does show that participants were 
not dissatisfied with their bodies either. 
ComparzaoM fo Far 
A comparison of the means also shows that participants rarely, if ever, compare 
themselves to fashion models. Given the mean scores on the comparison to fashion models 
scale, participants reported that they never, or rarely, compare themselves to models on the 
attributes of height, weight, shape, face, hair, style, and attractiveness (Table 4.16). 
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Table 4.15 
.Safû/ôcfiof: wAA f&g 
Satisfaction 
Scores" 
Lower Torso 
Mean 2.81 
Std. Deviation 1.28 
Weight 
Mean 2.76 
Std. Deviation 1.38 
Mid Torso 
Mean 2.52 
Std. Deviation 1.31 
Mnscle Tone 
Mean 3.05 
Std. Deviation 1.24 
Upper Torso 
Mean 3.22 
Std. Deviation 1.15 
Breasts 
Mean 3.36 
Std. Deviation 1.25 
Hair 
Mean 3.43 
Std. Deviation 1.29 
Face 
Mean 3.53 
Std. Deviation 1.11 
Height 
Mean 3.65 
Std. Deviation 1.33 
Total 
Mean 3.16 
Std. Deviation 0.80 
"Scores were based on a 1-5 scale, with "1" reflecting the most dissatisfaction and "5" reflecting the 
most satisfaction. 
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Table 4.16 
Comparison WA fafAww Mi»<fek 
Comparison 
Scores' 
Style 
Mean 2.31 
Std. Deviation 1.16 
Hair 
Mean 2.29 
Std. Deviation 1.21 
Attractiveness 
Mean 2.28 
Std. Deviation 1.23 
Shape 
Mean 2.10 
Std. Deviation 1.17 
Weight 
Mean 2.03 
Std. Deviation 1.24 
Face 
Mean 2.01 
Std. Deviation 1.03 
Height 
Mean 1.73 
Std. Deviation 0.96 
Total 
Mean 2.10 
Std. Deviation 0.91 
* Scores were based on a 1-5 scale, with "1" reflecting never and "5" reflecting always comparing the 
self to fashion models. 
Treatment Effects 
Perceived Age 
Independent sample f-tests were conducted to assess the effectiveness of the age 
treatments applied to each model. As a result, it was concluded that the participants 
perceived an age difference between the young and old versions for Models 1,5, and 7, but 
not for Model 3 (Table 4.17). It is possible that in creating the younger age versions of the 
models, the age treatments were not as distinguishable for Model 3 as for the other models. 
This could be attributed to the original age of Model 3, who was somewhat older than 
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Models 1, 5, and 7. Based on the mean values for perceived age, it is evident that Model 3 
was perceived as older than the other models. It was also determined that both age versions 
of Model 3 were perceived to be within approximately the same age range, resulting in the 
non-significant f-score. 
Table 4.17 
M Mean" Std. Dev. t 
Model 1 39 -9.90**** 
Older version 21 4.48 0.75 
Younger version 20 2.10 0.79 
Model 3 38 -0.19 
Older version 20 5.05 0.76 
Younger version 20 5.00 0.92 
Model 5 37 -4.37**** 
Older version 20 3.95 1.18 
Younger version 20 2.30 1.17 
Model 7 38 -3.93**** 
Older version 20 3.60 0.60 
Younger version 20 2.50 1.10 
'Mean values for perceived age are based on the following scale: 
1 = 20-29; 2 = 30-39; 3 = 40-49; 4 = 50-59; 5 = 60-69; 6 = 70-79; 7 = 80-89 
****p < .001 
As seen in Table 4.17, the participants perceived the younger age versions of Models 
1,5, and 7 to be between 30-39 years old. The older versions of Models 5 and 7 were 
perceived to be in their 40s; the older version of Model 1 was perceived to be approximately 
50-59 years old. These findings suggest that participants did perceive Models 1, 5, and 7 to 
be fairly close in age range among both the older and younger versions. Participants 
perceived both versions of Model 3 to be 60-69 years old. 
Related to the ages of respondents participating in this study, only the older version of 
Model 1 was perceived to be within the same age range as participants' Feel-Age (M=55.3) 
and Ideal-Age (Af=52.2), Model 3 was perceived to be within the same age range as 
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participants' Look-Age (Af=63.0). Given the mean value for chronological age (M=71.5), all 
of the models were perceived as younger than the actual age of participants as a group. 
Multivariate Analysis of Variance 
MANOVA was used to assess the significance of group differences for the model and 
age treatment effects. Within the analysis, measures for participants' beliefs about the 
models, purchase intentions, perceived similarity, and fashionability of the model's clothing 
were included as dependent variables. The first step in interpreting the MANOVA was to 
/ 
evaluate Box's Test. The homogeneity of variance-covariance was assumed given the non­
significant p-value (.075), thus Wilks' /i statistic was utilized in interpreting the multivariate 
tests (Mertler & Vannatta, 2002). The interaction among factors using Wilks' yi was found 
to be not significant. 
As seen in Table 4.18, model category differed significantly for the combined 
dependent variables. Specifically, the univariate ANOVA revealed that model category was 
significantly related to participants' beliefs about the models and purchase intentions, and 
was nearly significantly related to perceived similarity (Table 4.19). A comparison of mean 
scores showed that among the models, Model 5 had the highest mean score on appearance-
related characteristics (M=5.73) and Model 3 had the lowest mean score (M=4.76)^, which 
implies that among the models, participants perceived Model 5 to be the most interesting, 
appealing, impressive, attractive, and eye catching and Model 3 to be the most boring, 
unappealing, unimpressive, and unattractive. In comparing across all the models in the post 
hoc analysis, the Bonferroni Contrast showed that a significant difference existed between 
^ The mean scores on the appearance-related characteristics for Models 1 and 7 were 5.49 
and 5.28, respectively. 
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Models 3 and 5 (pc.05) as related to participants' beliefs about the models' appearances. 
The Bonferroni Contrast did not show, however, that any of the model groups were 
significantly different from one another in relation to participants' purchase intentions. 
Table 4.18 
Mw&nwiofe Ties# 
Effect Value F Hypothesis Error df P 
Intercept 
Wilks' vi .028 1245.33 4 145.00 <.001 
Model Category 
Wilks'A .846 2.09 12 383.93 .017 
Age Treatment 
WUks'/l .942 2.23 4 145.00 .069 
Factor Interaction 
Wilks' vi .900 1.31 12 383.93 .213 
Given the PPifMs ' ZamWa in the MANOVA analysis, the main effect for age 
treatment was found to be nearly significant (Table 4.18). Although the /rvalue was greater 
than .05, the univariate ANOVA revealed age treatment to be significantly related to 
participants' beliefs about the models and their purchase intentions (Table 4.19). 
Table 4.19 
Dependent Variable 
Main Effects 
4T as MS 
Beliefs abont the Models 
Model Category 3 1932 6.44 3.47 .018 
Age Treatment 1 11.77 11.77 634 .013 
Purchase Intentions 
Model Category 3 33.48 11.16 2.95 .035 
Age Treatment 1 17.71 17.71 4.68 .032 
Perceived Similarity 
Model Category 3 4.77 1.59 2.48 .063 
Age Treatment 1 0.41 0.41 0.64 .425 
Fashionability 
Model Category 3 2.73 0.91 1.68 .173 
Age Treatment 1 0.08 0.08 0.15 .700 
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The mean scores for participants' beliefs about the models showed that participants 
rated the older models significantly higher (Af=5.59) than the younger models (M=5.04) on 
the characteristics related to appearance and attractiveness. This means that participants 
perceived the older models to be more interesting, appealing, impressive, and attractive than 
the younger models. The older models also had a significantly greater impact on 
participants' purchase intentions (M=4.42) as compared to participants' purchase intentions 
when assessing the clothing worn by the younger age models (Af=3.75). To further explore 
participants' ratings among the older and younger age versions of the stimulus models, the 
mean values for participants' beliefs about the models, purchase intentions, perceived 
similarity, and fashionability of the model's clothing are included in Table 4.20. 
Test of Hypotheses 
Simple linear regression analyses were conducted to test the hypotheses of this study. 
The analyses included examining the relationship between participants' perceptions about 
themselves and their body satisfaction, in addition to their overall tendency to compare 
themselves with fashion models. Participants' beliefs about the models and similarity to the 
models were also examined further in relation to the age, appearance, and clothing worn by 
the models. The number of observations between analyses varies somewhat as a function of 
missing values for various variables. The correlation matrix of the variables is included in 
Appendix E. 
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Table 4.20 
of Me —Mgg/i Com/w%r»oMg 
Beliefs about Purchase Perceived Fashionability  ^
Models' Intentions*' Similarity' 
Model 1 
Older Version 
Mean 6.08 4.63 2.67 3.77 
Std. Dev. 0.99 2.16 0.89 0.69 
Younger Version 
Mean 4.84 3.03 2.53 3.81 
Std. Dev. 1.15 1.80 0.79 0.49 
Model 3 
Older Version 
Mean 5.01 3.63 2.69 3.66 
Std. Dev. 1.65 1.76 1.02 1.00 
Younger Version 
Mean 4.34 3.39 2.53 3.45 
Std. Dev. 1.75 1.95 0.94 0.71 
Model 5 
Older Version 
Mean 5.81 4.60 2.60 3.94 
Std. Dev. 1.22 1.95 0.79 0.54 
Younger Version 
Mean 5.64 4.35 2.87 3.90 
Std. Dev. 1.47 1.78 0.84 0.90 
odel 7 
Older Version 
Mean 5.46 4.90 3.16 3.61 
Std. Dev. 1.27 1.94 0.57 0.66 
Younger Version 
Mean 5.11 4.22 2.83 3.69 
Std. Dev. 1.41 2.32 0.66 0.68 
"Beliefs about the models were ranked on a scale ranging from 1 to 7. 
^Purchase intentions were ranked on a scale ranging from 1 to 7. 
"Perceived similarity items were ranked on a scale ranging from 1 to 5. 
fashionability of model's clothing was ranked on a scale ranging from 1 to 5. 
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The Grst hypothesis was designed to examine the relationship between appearance 
self-discrepancy and body satisfaction of older women. Based on previous research findings 
suggesting that young women who have a high discrepancy between their actual and ideal 
self are also generally dissatisfied with their bodies, it was hypothesized that: 
* Hypothesis 1 : Older women with higher appearance self-discrepancies are more 
dissatisfied with their bodies than are older women with smaller appearance sel& 
discrepancies. 
In the regression analysis, the summed body satisfaction score was used as the 
dependent variable and the summed measure for appearance self-discrepancy was used as the 
independent variable. A significant inverse relationship was found between body satisfaction 
and appearance self-discrepancy, suggesting that participants in this study who perceived a 
greater discrepancy between their ideal and actual physical appearance generally were more 
dissatisfied with their bodies than were participants who perceived less disparity between 
their ideal and actual self (Table 4.21). Thus, Hypothesis 1 was supported. 
Table 4.21 
Source # as MS F 
Regression 
Error 
Total 
1 
159 
160 
26.22 
75.06 
101.27 
26.22 
.47 
55.54 <.001 .26 
Predictor 2* f 
Appearance Self-
Discrepancy 
-.71 .10 -.51 -7.45 <.001 
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The second hypothesis was designed to examine the relationship between body 
satisfaction and the amount of importance participants place on achieving their ideal. 
Specifically, it was hypothesized that: 
* Hypothesis 2: Older women who place less importance on appearance attributes of 
the self are more satisfied with their bodies than are older women who place more 
importance on appearance attributes of the self. 
To test the hypothesis, the dependent variable was the summed score for body 
satisfaction and the independent variable was the summed score for ideal importance. As a 
result of the analysis, it was determined that body satisfaction was not explained by the 
importance participants placed on attaining their ideal (Table 4.22). Therefore, Hypothesis 2 
was not supported. However, based on the f-value, it is conceivable that given a larger 
sample size, a statistically significant inverse relationship between body satisfaction and 
importance of ideal might exist. Conceptually, it is plausible that women who are more 
preoccupied with achieving their ideal are likely more dissatisfied with their bodies than 
women who place less importance on attaining their ideal self. 
Table 4.22 
jfegrggfiof: of .Wê/ôcf&w: ow idea/ Aw/wrAMce 
Source # _ My F P 
Regression 
Error 
Total 
1 
157 
158 
1.43 
99.48 
100.91 
1.43 
.63 
2.25 .135 .01 
Predictor a aea t P 
Ideal Importance 
Score 
-.15 .10 -.12 -1.50 .135 
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The third hypothesis was designed to assess participants' body satisfaction in relation 
to the frequency with which they compare themselves to fashion models. Research 
examining younger women suggests that the more frequently women compare themselves to 
fashion models, the more dissatisfied they are with their own self (Gamer, 1997; Posavac et 
al., 1998; Posavac & Posavac, 2002). This negative impact on body satisfaction has been 
attributed to the current ideals of beauty portrayed in the media, which include being very 
thin and highly attractive. Consequently, for the purposes of this study, it was hypothesized 
that: 
* Hypothesis 3: Older women who compare themselves less frequently with models 
have higher ratings of body satisfaction than do older women who compare 
themselves more frequently with models. 
In this analysis, the summed measure for body satisfaction was used as the dependent 
variable and the summed score for comparison to fashion models was used as the 
independent variable. As seen in Table 4.23, Hypothesis 3 was not supported. 
Table 4.23 
Source # MS P 
Regression 1 .75 .75 1.18 .280 .01 
Error 160 101.58 .64 
Total 161 102.32 
Predictor 2* aza t P 
Social Comparison 
to Models 
-.07 .07 -.09 -1.08 .280 
However, unlike previous findings suggesting that model images have a negative 
impact on the body satisfaction of female adolescents and college-aged women (Hogg et al., 
1999; Martin & Kennedy, 1993; Richins, 1991), there was no statistically significant 
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evidence suggesting that the more the older women in this study compared themselves to 
models, the less satisfied they were with their appearance. 
Related to social comparison with media images, the notion of perceived similarity 
with others suggests that people are most likely to compare themselves with those who seem 
similar to one's own characteristics (Festinger, 1954). Often, similarity also leads to liking 
of or preference for others (Buckley, 1983; Mathes et al., 1985). It was proposed that: 
* Hypothesis 4: Older women with higher perceived similarity with models have more 
positive beliefs about the models than do older women with lower perceived 
similarity with the models. 
To test the hypothesis, the summed variable used to measure participants' beliefs 
about the models as related to appearance was used as the dependent variable and the 
computed score for perceived similarity was used as the independent variable. As a result, 
statistical evidence was found of a positive relationship between perceived similarity and 
beliefs about the models (Table 4.24). Thus, Hypothesis 4 was supported. 
Table 4.24 
Source # MS P 
Regression 1 22.38 22.38 11.26 .001 .07 
Error 155 308.12 1.99 
Total 156 330.50 
Predictor 2* JE# f P 
Perceived Similarity .46 .14 .26 3.36 .001 
Based on the analysis, it was determined that women in the study who perceived 
more similarity with the models had more favorable beliefs about the models than women 
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with less perceived similarity to the models. However, in examining the adjusted ^  value, it 
was determined that very little variance was explained in the analysis. 
Expanding on perceived similarity, it is plausible that women with more perceived 
similarity to the models compare themselves more frequently to models. Similarity with 
others often serves as a reference for self-evaluation information (Festinger, 1954). 
Consequently, it was hypothesized that: 
* Hypothesis 5: Older women with lower perceived similarity with models compare 
themselves less frequently with models than do older women who perceive more 
similarity with models. 
To test the hypothesis, the summed score for comparison to fashion models was used 
as the dependent variable and the score for perceived similarity was used as the independent 
variable. The analysis showed a positive relationship between the two variables with a p-
value of .054 (Table 4.25). Thus, although Hypothesis 5 is not supported statistically at the 
.05 level, the trend towards significance suggests that those who perceive more similarity 
with models compare themselves more frequently to model images. 
Table 4.25 
Source «y &S MS F g_ 
Regression i 2.87 2.87 3.76 .054 .02 
Error 158 120.68 .76 
Total 159 123.55 
Predictor if ara t P 
Perceived Similarity .16 .08 .15 1.94 .054 
Previous research also has suggested that the perceived age of the model impacts 
perceptions of fashionability. Clayton et al. (1987) reported that college-aged women rated 
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the clothing worn by younger models as more fashionable than clothing worn by older 
models. In congruence to this, it was hypothesized that: 
* Hypothesis 6: Among older women, models perceived as older are rated less 
fashionable than models perceived to be younger. 
In the analysis, the summed measure of fashionability was used as the dependent 
variable and perceived age of the model was used as the independent variable. As seen in 
Table 4.26, an inverse significant relationship (p < .05) between fashionability and perceived 
age was found, supporting Hypothesis 6. Similar to Clayton et al.'s findings, participants in 
this study perceived younger age models to be more fashionable than older models. It is 
important to note, however, that the younger models in Clayton et al.'s study represented a 
younger age group than the younger age versions of the models used in this study. 
Additionally, given the low adjusted 7^ value, it was determined that not much common 
variance existed between the two measures. 
Table 4.26 
jfegreM&w* jdnafyMS offason Percavaf 
Source # &S MS F P 
Regression 1 2.15 2.15 4.12 .044 .02 
Error 157 81.95 .52 
Total 158 84.10 
Predictor if t P 
Perceived Age -.08 .04 -.16 -2.03 .044 
Further analysis is needed to explore how perceived similarity influences ratings of 
fashionability. For example, do those who perceive more similarity with models have more 
favorable ratings of the model's clothing? Lennon (1988) reported that younger women 
perceived younger models as more attractive than older models. Yet, the participants in 
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Lennon's study also rated the overall similarity between themselves and the younger models 
higher than between themselves and the older models. Because the mean values for the 
subjective age measures used in this study, including Feel-Age, Look-Age, and Ideal-Age, 
were lower than the overall mean chronological age of participants, it is plausible that the 
younger models were perceived as more fashionable because participants perceived more 
similarity to these models. This relationship is addressed further in the proceeding section on 
multiple regression analysis. 
Similar to the findings of this study, researchers have found that older people often 
feel younger and perceive others to believe that they are younger than they actually are. In 
fact, the characteristics of Feel-Age and Look-Age commonly reflect the personal 
experiences and appearance ideals of older adults better than does chronological age (Oberg 
& Tomstam, 2001). For the purposes of this study, it was hypothesized that Feel-Age and 
Look-Age would impact participants' preoccupation with maintaining a youthful appearance 
over time, thus influencing the importance placed on achieving their ideal image. Moreover, 
it is possible that the participants with lower Look-Age and Feel-Age perceive more 
similarity with fashion models than do those with higher Look-Age and Feel-Age. Perhaps 
younger women perceive more similarity with models than do older women in general 
because of the predominant portrayal of young models in the media. Consequently, it was 
hypothesized that: 
* Hypothesis 7.1 : Older women with lower Look-Age place more importance on 
appearance attributes of the self than do older women with higher Look-Age. 
* Hypothesis 7.2: Older women with lower Look-Age perceive more similarity with 
models than do older women with higher Look-Age. 
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* Hypothesis 8.1 : Older women with lower Feel-Age place more importance on 
appearance attributes of the self than do older women with higher Feel-Age. 
* Hypothesis 8.2: Older women with lower Feel-Age perceive more similarity with 
models than do older women with higher Feel-Age. 
To test the hypotheses, the computed scores for ideal importance and perceived 
similarity were used as the dependent variables, and the values for Look-Age and Feel-Age 
were used as the independent variables. Based on the analyses, none of the hypotheses were 
statistically supported (Tables 4.27 - 4.30). However, as seen in Table 4.28, although the 
relationship between Look-Age and perceived similarity was not significant at the .05 level, 
there was a tendency for women with lower Look-Age to perceive more similarity with 
models than for women with higher Look-Age (p = .069). Feel-Age did not appear to have 
the same impact on perceived similarity. Although an inverse relationship was observed, 
there was no meaningful evidence to suggest that women who feel younger perceive more 
similarity with models than women who feel older (Table 4.30). Furthermore, the younger a 
person feels does not seem to influence desire to achieve an ideal image (Table 4.29). 
Table 4.27 
Source # MS P 
Regression 1 .00 .00 .01 .941 .00 
Error 143 61.13 .43 
Total 144 61.13 
Predictor g ara t P 
Look-Age .00 .01 -.01 -.07 .941 
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Table 4.28 
ikKrMMoa /drngfysw offgrcgfvaf JxmikrAy on g 
Source 4f SS Ma P 
Regression 
Error 
Total 
1 
143 
144 
2.25 
95.39 
97.64 
2.25 
.67 
3.37 .069 .02 
Predictor Ma t P 
Look-Age -.01 .01 -.15 -1.84 .069 
Table 4.29 
jRe#reM/oM of Tiokef ZwporAwcf oa 
Source «y as MS P 
Regression 
Error 
Total 
i 
143 
144 
.13 
59.86 
59.99 
.13 
.42 
.31 .577 .00 
Predictor 2* sea t P 
Feel-Age -.01 .01 -.05 -.56 .577 
Table 430 
ofPerceAW on feefr/dge 
Source «y as MS F P 
Regression 
Error 
Total 
i 
144 
145 
.12 
98.14 
98.26 
.12 
.68 
.18 .670 .00 
Predictor g aga t P 
Feel-Age -.01 .01 -.04 -.43 .670 
The diGerence scores of Look-Age and Feel-Age also were used to predict 
participants' ideal importance score and perceived similarity to the models. However, no 
significant relationships were found to exist among the variables. 
Multiple Regression Analysis 
To explore further the interrelationships among the variables, a series of multiple 
regression analyses were conducted to predict participants' beliefs about the models, 
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purchase intentions, fashionability of the model's clothing, and perceived similarity. The 
values for chronological age, Feel-Age, Ideal-Age, Look-Age, and the summed scores for 
perceived similarity, comparison to fashion models, body satisfaction, appearance self-
discrepancy, and ideal importance score were used as the predictor variables. Methods to test 
the assumptions of multiple regression were employed using the procedures outlined in 
Mertler and Vannatta (2002). Scatteiplots of the residuals were examined and no patterns or 
clusters of points were found indicating model violations. To assess multicollineahty, the 
tolerance and variance inflation factor (VIF) for each predictor were also examined. As a 
general rule, the tolerance for a variable should not be less than 0.1 and the VIF value should 
not exceed 10 (Mertler & Vannatta, 2002). Based on these values, no problems of 
multicollineaiity were detected among the variables. 
Perceived similarity appeared to be the only significant predictor of purchase 
intentions and fashionability of the model's clothing (Tables 4.32 and 4.33). None of the 
independent variables were found to be significant predictors of perceived similarity (Table 
4.34). Comparable to previous research (Buckley, 1983; Clayton et al., 1987), the overall 
similarity to models seems to impact the perceptions of fashionability and purchase 
intentions. Related to purchase intentions, participants with higher perceived similarity to the 
models indicated being more likely to purchase clothing worn by the models than did 
participants with less perceived similarity. A trend toward significance (p=.083) also was 
observed between Look-Age and purchase intentions. Those who felt they looked older 
seemed to indicate being more likely to purchase the clothing worn by the models in the 
photographs (Table 4.32). 
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In examining fashionability of the model's clothing, it was determined that perceived 
similarity also was a significant predictor (Table 4.33). Women who perceived more 
similarity to the models rated the model's clothing as more fashionable than did women who 
perceived less similarity between themselves and the models. As seen in Table 4.33, a trend 
toward significance (p=.057) existed among Ideal-Age and fashionability; participants who 
wished they were younger appeared to perceive the model's clothing as more fashionable. 
The regression analyses were also performed using the difference scores of 
participants' subjective ages instead of the raw scores for Feel-Age, Ideal-Age, and Look-
Age. However, the difference scores of the subjective ages did not significantly change the 
results of the regression findings or predict participants' beliefs about the models, purchase 
intentions, perceptions of fashionability, and perceived similarity to the models. 
Table 4.31 
Mw/fzp/e jkgressww: ZWig/s Mode/s 
Source # MS F P 
Regression 9 25.03 2.78 1.60 .123 .11 
Error 117 20326 1.74 
Total 126 228.29 
Predictors a JE* t P MF 
Chronological Age .02 .03 .11 .79 .432 2.33 
Feel-Age -.01 .01 -.14 -1.31 .194 1.43 
Ideal-Age .01 .01 .05 .45 .651 1.44 
Look-Age -.01 .02 -.01 -.09 .926 2.57 
Perceived Similarity .50 .15 .29 3.23 .002 1.08 
Comparison to -.14 .15 -.09 -.94 .351 1.21 
Models 
Body Satisfaction .15 .17 .09 .83 .406 1.48 
Appearance Self- .51 .26 .22 1.93 .056 1.68 
Discrepancy 
Ideal Importance -.19 .19 -.09 -.96 .337 1.15 
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Table 4.32 
Source «y MS F P 
Regression 9 194.56 21.62 7.79 <.001 .37 
Error 118 327.45 2.78 
Total 127 522.01 
Predictors a sa a t P KfF 
Chronological Age -.05 .04 -.15 -1.36 .178 2.33 
Feel-Age -.01 .01 -.10 -1.15 251 1.43 
Ideal-Age .01 .01 -.05 -.54 .589 1.42 
Look-Age .05 .03 .20 1.75 .083 2.56 
Perceived 1.47 .19 .58 7.60 <.001 1.08 
Similarity 
Comparison to .17 .19 .07 .92 .359 122 
Models 
Body Satisfaction -.30 .22 -.12 -1.36 .176 1.49 
Appearance Self- .44 .33 .12 1.31 .193 1.68 
Discrepancy 
Ideal Importance -.03 .24 -.01 -.11 .911 1.15 
Table 4.33 
M«%pfg jfegrgsgfow y4fw(yy6 EsAwodrng FafAiona6&&y 
Source # as MS F P 
Regression 9 19.88 2.21 5.24 <.001 .28 
Error 119 50.18 .42 
Total 128 70.06 
Predictors a sea t P MF 
Chronological Age .01 .01 .05 .45 .657 2.37 
Feel-Age .01 .01 .12 1.26 .212 1.46 
Ideal-Age -.01 .01 -.18 -1.92 .057 1.45 
Look-Age .01 .01 .15 1.19 .237 2.63 
Perceived .47 .08 .50 6.17 <001 1.01 
Similarity 
Comparison to -.03 .07 -.04 -.46 .645 1.21 
Models 
Body Satisfaction -.05 .09 -.05 -.52 .602 1.49 
Appearance Self- .18 .13 .14 1.38 .170 1.68 
Discrepancy 
Ideal Importance -.12 .09 -.10 -1.25 .212 1.15 
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Table 434 
MwAy/g jRegresaww fgfimadwf fgrcavgd 
Source # MS F P 
Regression 8 6.14 .77 1.24 .281 .08 
Error 120 74.14 .62 
Total 128 80.28 
Predictors if JE a t P MF 
Chronological Age .00 .02 .01 .01 .997 2.37 
Feel-Age .01 .01 .10 .95 .344 1.45 
Ideal-Age .00 .01 .01 .12 .902 1.45 
Look-Age -.02 .01 -.18 -1.24 .219 2.59 
Comparison to .15 .09 .17 1.76 .081 1.18 
Models 
Body Satisfaction .04 .10 .04 .37 .711 1.49 
Appearance Self- -.29 .16 -.21 -1.86 .065 1.63 
Discrepancy 
Ideal Importance .09 .11 .07 .77 .440 1.14 
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CHAPTER 5: DISCUSSION 
The final chapter summarizes the findings presented in Chapter 4 and examines how 
this study contributes to the current literature on older women's self-perceptions and body 
satisfaction. Important theoretical implications and potential contributions to the industry are 
also discussed. Some of the participants' responses to the open-ended questions are included 
in Chapter 5 to supplement the quantitative findings and to facilitate triangulation of data 
sources (Denzin, 1989). A discussion of the limitations of this study is presented, and 
recommendations for future studies based on the findings are proposed. 
Summary of Results 
/mage of O&fer PPomen 
In exploring the self-perception and body image of older women, it was found that 
little discrepancy between participants' ideal and actual physical appearance existed. 
However, similar to findings made by previous researchers studying adolescent and college-
aged women (Jung et al., 2001; Lennon & Rudd, 1994; Richins, 1991; Rudd & Lennon, 
2000), results of the regression analysis testing Hypothesis 1 showed that older women who 
perceived a greater discrepancy between their ideal and actual physical appearance were 
generally more dissatisfied with their bodies than those who perceived less discrepancy. 
Cash and Szymanski (1995) reported that greater self-ideal disparity also can affect overall 
well-being, struggles with eating, and emotional distress. Yet, in testing Hypothesis 2, no 
evidence was found suggesting that the more importance participants in this study placed on 
attaining their ideal, the less satisfied they were with their bodies. 
Weight has been identified previously as being the greatest concern of women 
regardless of age (Hurd, 2000). Likewise, participants in this study perceived the greatest 
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discrepancy between their ideal and actual weight, and perceived their weight to be the most 
important characteristic related to their attractiveness. In examining satisfaction with the 
body, participants indicated the most dissatisfaction with their lower torso, weight, and mid-
torso, findings similar to that of samples used in national studies by Gamer (1997) and Cash 
and Henry (1995). Gamer (1997) reported that women are most dissatisfied with their 
abdomens, body weight, hips, and muscle tone. Cash and Henry (1995) observed younger 
cohorts of women to be more dissatisfied with their bodies than older-aged women. The 
women in this study had similar ratings of body satisfaction as compared to the older women 
in the 1995 study. Overall, while the participants were not particularly satisfied with their 
bodies, they were not found to be dissatisfied with their bodies either. In congruence with 
Gamer (1997), although women typically gain weight with age, they do not necessarily 
become dissatisfied with their bodies over time. Truly, an acceptance of age-related changes 
may occur as women acknowledge that gaining weight is an unavoidable process. 
AWia Zrz/Zwemces 
Unlike adolescent girls and younger-aged women, participants in this study were not 
overly preoccupied with embodying the physical "ideal" portrayed in the media. In fact, 
there was no statistically significant evidence suggesting that the more participants compared 
themselves to fashion models, the less satisfied they were with their appearance (Hypothesis 
3). Many researchers (Gamer, 1997; Posavac et al., 1998; Posavac & Posavac, 2002; 
Thomsen et al., 2001) have noted that adolescent girls use the media frequently for self-
evaluative purposes and are often dissatisfied with their bodies and appearance as a result. 
Participants in this study, however, reported that they rarely, if ever, compare themselves to 
fashion models. Gamer (1997) maintained that as women age, they become less influenced 
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by media images. Similarly, Hurd (2000) asserted that older women likely recognize the 
radical ideals of beauty portrayed in the media, but are less influenced by such images. Older 
women may recognize that their appearance is not fitting with the media ideals, yet they are 
not influenced in their acceptance of themselves (Jung et al., 2001). 
Posavac et al. (1998) suggested that exposure to media images over a long period of 
time may produce severe consequences related to women's self-perceptions and concern with 
weight. However, for this cohort of women sampled, it is likely that the saturation of media 
has not always been a part of their lives. Having been bom before the 1950s, today's cohort 
of older women may have escaped extremely impractical standards of beauty depicted in the 
media in their adolescent years. Consequently, they may not be affected as adversely by 
media images in later life, compared to future generations of older women. Additional 
research is needed to explore this alternative premise and to assess the accuracy of Posavac et 
al.'s proposition. 
The older women in this study appeared to be cognizant of the extreme thinness of 
models and the retouching techniques photographers use to produce perfect images of 
women (Posavac et al., 1998). Older women may be less influenced by society's standards 
of beauty as compared to younger-aged women. Older women may be less likely to compare 
themselves with models because current fashion and beauty magazines do not produce 
accessible standards of comparison in their age range or even perceived age range. Hogg et 
al. (1999) reported that women sometimes discount media images because they appear too 
"ideal." Women did not engage in direct comparison to the models because the appearances 
of the models were perceived as unnatural and mostly unattainable. When asked if the 
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images of the models changed the way participants' felt about themselves, a few of the 
women participating in this study responded by saying: 
No, not at all. I'm far beyond being influenced by what's in the media at this stage of 
my life. You know, it's like who cares! 
I feel the same. I'm me no matter where I go. Seeing a picture of a model isn't going 
to change my confidence. 
The fact that I'm almost 80 and in pretty good health still is what is most important, I 
think. It's sad that people let others get to them so much.. you shouldn't let yourself 
feel bad about things like that.. .like your clothes and appearance. When you are my 
age, you'll understand that its really about what's in the inside of a person that 
matters. 
Wood (1989) explained that social comparison is less likely when the comparison 
target is perceived as dissimilar. Thus, researchers suggest that if younger-aged women 
perceived model images as more exaggerated and unrealistic, they would be less inclined to 
compare themselves with fashion models (Posavac et al., 2001). Women participating in this 
study did perceive a discrepancy between themselves and the media ideal. However, they 
recognized the unrealistic nature of women depicted in advertising. Moreover, they specified 
an awareness of the under-representation of older women seen in the media. Although the 
population continues to age worldwide, older adults are very rarely depicted in mainstream 
advertising (Carrigan & Szmigin, 1999). Even in publications directed toward the mature 
market, older citizens are usually depicted in a negative stereotypical way, such as needing 
something for a particular health problem (Atchley, 2000; Carrigan & Szmigin, 1999). When 
commenting on their perceptions about the way in which older women are depicted in 
advertising today, several participants noted the stereotypical images dominating the 
marketplace: 
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You actually don't see many older women in advertising. And when you do, they're 
either too slim or overweight I think most women, after you've had children, have 
tummies and all of that. I'd like to see more [older models] that were '%-ue-to-fbrm." 
Older women are very stereotyped, like we've all got problems like bad hearing or we 
need to look younger, you know, too many wrinkles. All they advertise for us is 
Viagra, hearing aides, special creams, and something for constipation. 
I hate it [the depiction of older women in advertising]. There just aren't any [older-
aged models]. I go through magazines and they don't show any of us get older and 
gain weight. 
Most of the ads talk down to us anyways. I don't even pay attention anymore. 
Basically they think we can't think for ourselves and that they're trying to help us. 
Like it's always depicting women my age with somebody giving them some type of 
care and it sorta is patronizing. 
They seldom are [older women depicted in advertising]. Well, older women are 
either taking some kinda prescription drug or you know buying those pads for bladder 
control. I hate that commercial "gotta go, gotta go", I think that's degrading to the 
senior citizens. Oh, its just terrible! 
Percepfzonj of OMerModek 
In terms of participants' beliefs about the fashion models used as stimuli in this study, 
the participants had more favorable ratings of the older models' appearances as compared to 
the younger-age versions. The age treatments applied to each model were found to have a 
significant effect on the respondents' purchase intentions. Participants indicated being more 
likely to purchase the clothing worn by the older models, even though the clothing seen on 
both versions of each model was exactly the same. When asked if they would prefer to 
purchase clothing from retailers who use older models in their advertising, as opposed to 
those that use younger-age models, several participants commented: 
Yes, because that way you know what you're going to look like in the merchandise. 
Now, if they'd only make the merchandise in our sizes. Everybody in this world is 
not a skinny-minny. You know, it's true! 
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Yes. Older models in advertisements relate more to our age. You can see what it's 
going to look like better [the merchandise]. 
If they only have young models you can assume that everything in their store is 
geared to the younger generations. 
With the catalogs, if there are all these little clothes on young women and so on, and I 
see a few of those pictures and well, I don't even look at the rest. I just figure its all 
for that age. 
Yes, seeing yourself in the clothes instead of those younger age women would be 
helpful. And not only that, but the older population is growing at a really rapid rate 
and that is going to just keep on growing, so it only makes sense that advertisers use 
older people. 
I've quit buying clothes from stores who only use young gals in their catalogs. To me 
it says that they aren't interested in my money. 
Overall, the age treatments did not significantly impact perceived similarity; 
participants did not report feeling more alike, or similar to, the older-age models. However, 
in testing Hypothesis 4, it was discovered that women in the study who perceived more 
similarity with the models had more favorable beliefs about the models. Building on the 
concept of perceived similarity, researchers have found that similarity often leads to liking of 
or preference for others (Mathes et al., 1985). Similarity with others also serves as a 
reference for self-evaluation information (Festinger, 1954). While there was no statistically 
significant evidence suggesting that those who perceived more similarity with the models 
compare themselves more frequently to model images (Hypothesis 5), in this study, it was 
discovered that perceived similarity influenced ratings of fashionability and purchase 
intentions. Participants who perceived more similarity to the models rated the model's 
clothing as more fashionable, and indicated being more likely to purchase the clothing worn 
by the models. A significant relationship between participants' perceived attractiveness of 
the model's clothing and perceived similarity also existed. Those older women who 
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perceived more similarity to the models, rated the model's clothing as being more attractive 
than did those women who perceived less similarity with the fashion models. As reflected in 
the comments below, participants' perceived similarity with the style of the model's clothing 
may have been a factor influencing purchase intentions. When commenting on their 
perceptions of the clothing worn by the models, a few of the participants noted: 
Model 5 is the best dressed. Her clothing is colorful and looks most like what I 
would wear. 
Model 7 to me has a more relaxed feel to it. That would be something that I would 
wear. 
I already own what 5 has on.. .you know, just a sweater and slacks. And, I like a lot 
of color too, which is why I'd go with her. 
Buckley and Roach (1981) found that similarity influences attitudes of attraction as 
well; participants judging pictures of others as having similar personal characteristics and 
dress rated the individuals as more attractive than those perceived to be less similar. Buckley 
(1983) asserted that similarity in dress can predict perceived attraction of others. 
As revealed in participants' comments, the perceived personality of the model may 
also influence older women's assessments of fashion models. It is worthwhile to note that 
while the models perceived to be younger were rated as more fashionable than models 
perceived to be older (Hypothesis 6), participants were also more favorable toward models 
appearing happy and healthy. When asked to reflect on which models were perceived to be 
the most attractive and/or unattractive, some participants responded in the following manner 
I would most like to look like Model 5. She's got a beautiful smile and looks very 
appealing. She looks like she'd be a really nice person. 
Number 1 and 7 probably are the most attractive. Both just look really relaxed and 
oh, I don't know, "normal." 
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Model 5 seems personable, she has a big smile which makes her attractive. 
I like Model 1. She looks like a person I'd like to talk to. She is a woman who is 
poised, yet relaxed. 
Model 3 doesn't appeal to me at all. She's real thin, course I know that models are 
supposed to be thin, but she's just too thin. 
Model 3 is too stem looking, she looks sad and unhappy. She is also too thin. 
When selecting photographs of models for advertisements, marketers catering to the 
older population may want to consider the facial expressions of the models. For example, 
after analyzing the quantitative data, it was observed that Model 3 was perceived as the least 
appealing and attractive among the models, and based on the comments below, the least 
personable as well: 
I would say Model 3 is less appealing than the other models. Its her expression, I 
guess. She sorta looks ill. 
If they would have made Model 3 more pleasant looking, it would have been a good 
ad for an older women's outfit. It's an attractive outfit. It looks like they're trying to 
make her look hard or something, I wouldn't want her for my neighbor! 
Contributions to Industry 
In generating more interest among older adults, there is evidence indicating that 
marketers should consider the style of clothing, the age of the model, and the perceived 
personality of the model in creating effective advertising schemes targeted toward the older 
population. Clearly, perceived similarity to the model is another factor that must be 
recognized. In this study, perceived similarity was a significant factor affecting older 
women's purchase intentions and ratings of fashionability. To improve upon the 
understanding of the older market segment, further research is needed to explore the 
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attributes or characteristics influencing older consumers' perceptions of similarity to media 
images. 
Over the next several decades, as the older population continues to expand, 
knowledge of older adults' responses and reactions to various promotional and marketing 
tactics will become increasingly more valuable. Information on the attitudes of the mature 
market toward the depiction of older adults in the media is useful to businesses wanting to 
capture a larger segment of the older population. By employing marketing strategies that 
appeal to older consumers, a great deal of success can be achieved, as older consumers 
continue to have a considerable amount of purchasing power in the marketplace. The needs 
and consumption habits of consumers do not become static over time. Realizing this, 
marketers can modify their approaches to generate more interest and response among older 
adults, enticing them to spend more on consumable goods like apparel and other beauty-
related products, while responding more effectively to the needs of older adults within the 
marketplace. By identifying schemes or strategies that alienate or displease older adults, 
retailers may be better able to distinguish the products and services viewed as irrelevant by 
older consumers. Similarly, as more research on older adults emerges, a greater 
understanding of the services and strategies most appealing to older consumers can be 
realized. As the size and wealth of the 60+ population swells, missing opportunities to attain 
a portion of the mature market will be disadvantageous to businesses competing in today's 
saturated marketplace. It would be profitable for retailers and marketers to realize the future 
of aging and its impact on both the industry and society. 
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Theoretical Implications 
In Chapter 2, the theoretical foundations of this study were discussed with an 
overview of the concepts of possible selves, social comparison, perceived similarity, and age 
identification. Focusing on the relative contributions of these theories, perceived similarity 
theory proved to be particularly useful in examining older women's social comparison 
behavior. According to Festinger (1954), people compare themselves with others for self-
evaluation purposes. However, individuals rarely compare themselves with others perceived 
to be dissimilar. Researchers have found evidence that younger age women compare 
themselves with fashion models and often lower their own ratings of physical attractiveness 
as a result (Martin & Kennedy, 1993; Richins, 1991). Yet, other researchers have reported 
that older women may be less likely to compare themselves with models due to the under-
representation of older people in the media (Hogg et al., 1999) and the stereotypical 
depictions of older adults in advertisements. 
In this study, the older women reported that they rarely, if ever, compared themselves 
to fashion models. There was no evidence to suggest that the more participants compared 
themselves to models, the less satisfied they were with their body. The women in this study 
did not appear to be adversely affected by the stimulus models. In fact, the participants 
commented that they did not engage in direct comparison to the models because the 
appearances of the models were mostly unnatural and unattainable. Thus, the models were 
perceived to be dissimilar from the participants' own appearance, which may be a factor 
influencing the frequency with which they compared themselves to models. 
Researchers have found that similarity often leads to liking of or preference for others 
(Mathes et al., 1985). In this study, perceived similarity influenced ratings of fashionability 
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and purchase intentions. Participants who perceived more similarity to the models rated the 
model's clothing as more fashionable and indicated being more likely to purchase the 
clothing worn by the models. A significant relationship between participants' beliefs about 
the models and perceived similarity also existed. Those older women who perceived more 
similarity to the models had more favorable beliefs about the models as compared to those 
who perceived less similarity to the models. 
While the underpinnings of perceived similarity were found to be useful in 
interpreting the findings of this study, the concept of possible selves was also informative. 
Ryff (1991) reported that the notion of possible selves is helpful in studying the appearance 
aspects of the self over time. Young adults are often found to have a great disparity between 
their ideal and actual self-assessments. With age however, it has been hypothesized that 
individuals attain a closer approximation between ideal and actual self-perceptions (Birren & 
Renner, 1980; Ry% 1991). The findings of this study support this idea, as the participants 
were found to have a small discrepancy between their ideal and actual self Furthermore, 
although participants were reportedly dissatisfied with some physical characteristics, 
particularly weight, an acceptance of age-related changes seems to occur as women 
acknowledge that gaining weight is an unavoidable process. Thus, older women may not 
only be less sensitive to media cues as compared to younger women, but may also attain a 
more stable self-structure over time (Birren & Renner, 1980). 
A disappointing finding of this study was that the age identification measures did not 
prove to be valuable in exploring older consumers' purchasing behavior. Other researchers 
have found that subjective age measures like Ideal-Age, Feel-Age, and Look-Age are helpful 
in exploring the behavior of older adults (Bradley & Longino, 2001 ; Oberg & Tomstam, 
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2001). However, in this study, the subjective age measures did not seem to relate to the 
beliefs and experiences of participants as related to their appearance and body ideals. 
Limitations 
The findings of this study should be evaluated with a few considerations. For 
instance, because a convenience sample was used, the older women participating in this 
study are not representative of the population of women 60 to 80 residing in the U.S. 
Specifically, the findings may not be generalizable to older women of various races and 
ethnicities, as the sample was primarily European American. Because the data were 
collected in two states in the Midwest, the findings may not be generalizable to women 60 to 
80 living in other regional areas as well. 
It is also possible that some participants may have influenced the responses of others 
during the focus group sessions; those most satisfied with their bodies and appearance may 
have been more comfortable in expressing their feelings and beliefs about the aging process. 
While each participant was given a different photograph of a model to assess quantitatively, 
group influence on participants' responses to the open-ended questions during the focus 
group sessions could not be controlled. The influence of others should be a factor to 
consider. Some participants may have responded in a manner consistent with what they 
believed the researcher, or their peers, wanted to hear. 
Furthermore, participants' perceptions of themselves and ratings of the models were 
limited to the measures contained in the questionnaires. Thus, the instruments used in this 
study may not fully reflect participants' feelings about the physical changes experienced over 
time or the differences in appearance of the younger and older-aged models. The measure of 
purchase intentions is limited as it does not assess actual purchase behavior. Instead of 
directly observing behavioral data in a "real" shopping setting, participants were asked to 
indicate the likelihood of purchasing the model's clothing in a "non-real" situation. 
Moreover, the stimuli used represented a younger age group than the sample of 
participants. Because very few models appearing to be over 60 could be found in current 
fashion magazines and apparel catalogs, the older versions of the models used in this study 
appeared to be more middle-aged (50s) than older, with the younger versions of the models 
appearing to be in their 30s and 40s. This age difference between the sample and the stimuli 
may have therefore influenced participants' overall perceived similarity to the models and 
their ratings of attractiveness, purchase intentions, and fashionability of the model's clothing. 
There may be limitations associated with Model 3 as well. Participants did not perceive an 
age difference between the younger and older version of the model, and, although Model 3 
was perceived to be within the same age range as many of the participants, the participants 
did not like the overall physical appearance and clothing of the model. Thus, it is difficult to 
interpret the reactions of participants to a model within their age group given the unfavorable 
ratings of this particular photograph. 
Recommendations for Future Research 
This study explored the body image of older women and contributed to an 
understanding of older women's perceptions of fashion models. However, as the population 
in the U.S. continues to grow older, additional research is needed on how the Endings of this 
study differ from a sample of middle-aged women (40-59). This study revealed that older 
women, in contrast to previous Endings on adolescent and college-aged women, rarely 
compare themselves to fashion models. Additional research should examine the frequency 
with which middle-aged women compare themselves with model images. Findings of this 
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nature would be useful in exploring the influence of media images 6om a cohort vs. age 
perspective. Are women of certain generations more likely than others to be affected by the 
"ideal" standard depicted in advertising, or are women of certain ages more impacted by the 
media in general? Additionally, do model images have a greater impact on the body 
satisfaction of middle-aged women as compared to older women? While a considerable 
amount of research exists on the negative influence of model images on the self-perceptions 
of preadolescent and teenage girls, little research has explored the influence of media images 
on the body image of women in their 30s, 40s, and 50s. Furthermore, research is needed on 
the effects of older models on the perceptions of adolescent girls. How do young women 
react to older models depicted in the media? 
Research using more diverse samples of women should also be conducted on this 
topic. Most research on body satisfaction after exposure to the media ideal has used samples 
primarily of European American girls and women. However, to assess whether model 
images truly have a negative effect and/or positive effect on the self-perceptions of women 
overall, samples of women from various ethnicities and backgrounds should be examined. 
Another variable to explore in future studies on older women includes a rating of health 
status. For instance, how does one's personal assessment of own health effect perceptions of 
models? 
The effect of race of the model on participants' ratings of attractiveness, purchase 
intentions, perceived similarity, and fashionability should be tested further using a sample of 
women of varying ages. In this study, the race of Model 5 did not seem to be a factor 
influencing participants' responses. Although the sample in this study consisted primarily of 
European American women, the model appearing to be African American was rated the 
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highest among the stimulus models on characteristics of appearance and attractiveness. 
What's more, during the focus group sessions, neither European American nor African 
American participants mentioned the apparent ethnicity differences among the models. 
Because the older population will continue to expand, longitudinal research on the 
depiction of older adults in the media should be addressed. How will advertisers change their 
approaches (if at all) in the next 5,10, or 15 years, especially as the Baby Boomers age? 
Will the portrayal of older adults in newspapers, magazines, commercials, news programs, 
sitcoms, and other television programs change over time? A theme analysis could be 
conducted to assess the range of products and services being advertised to older consumers 
over time. It would be interesting to see how marketers target the older population, and use 
older models, as the mature market grows. Researchers have asserted that advertisers who 
continue to portray older adults in stereotypical ways will discover that their messages are 
ineffective and potentially offensive to a very lucrative segment of the market (Carrigan & 
Szmigin, 1999). Future research should explore whether more positive images of older 
adults in the media change the perceptions of younger-aged individuals. Young people often 
perceive the aging process and form stereotypes about older people, based on the images 
portrayed in the media and advertising (Bradley & Longino, 2001). Consequently, 
examining the influence of different marketing strategies on the perceptions and attitudes of 
young people could be useful in establishing a greater awareness of the ageism process and 
consequences of it. Promoting more socially acceptable advertising should be a goal of 
marketers (Carrigan & Szmigin, 1999), as today's older consumers are healthier and more 
socially active than previous generations of adults over 60 (Greco, 1989). Older Americans 
deserve to be represented positively in the media. 
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IOWA STATE UNIVERSITY Institutional Review Board 
Office of Research Compliance 
Vice Provost for Research and 
Advanced Studies 
2810 Beardshear Hail 
Ames, Iowa 50011-2036 
535 294-4566 
FAX 525 294-7288 
O F  S C I E N C E  A N D  T E C H N O L O G Y  
TO: Joy Kozar 
FROM: Ginny Austin, IRB Coordinator 
RE: IRB ID # 03-855 
DATE REVIEWED: November 18 2003 
The project, "Relationship of Attitudes Toward Advertising Images and Self-Perceptions of 
Older Women" regulations as described in 45 CFR 46.101(b)(2). 
Research /nvo/Wng (he use of educeWona/ (es(s fcognf(fve, d/agnos(fc, epMfude, 
ach/eyemen#, survey procedures, /n(erWew procedures or ohservaOon of puh/fc 
hehaWor, unfess; /nfbrmaMon o6fa/ned fs recorded /n such a manner (ha( human 
suh/ec(s can he /denfWed, dfrecdy or fhrough /denÙKers //nked fo (he suh/ec(s; and 
(ii) any disclosure of the human subjects' responses outside the research could 
reasonably pface (he suh/ec(s at rfs* of crim/na/ or cW/ Mah/fAy or he damaging (o (he suhfeefs ' Onanc/a/ s(and/ng, emp/oyah//hy, orrepufaOon. 
To be in compliance with ISU's Federal Wide Assurance through the Office of Human 
Research Protections (OHRP) all projects involving human subjects, must be reviewed by 
the Institutional Review Board (IRB). Only the IRB may determine if the project must follow 
the requirements of 45 CFR 46 or is exempt from the requirements specified in this law. 
Therefore, all human subject projects must be submitted and reviewed by the IRB. 
Because this project is exempt it does not require further IRB review and is exempt from 
the Department of Health and Human Service (DHHS) regulations for the protection of 
human subjects. 
We do. however, urge you to protect the rights of your participants in the same ways that 
you would If IRB approval were required. This includes providing relevant Information 
about the research to the participants. Although this project Is exempt, you must carry out 
the research as proposed in the IRB application, Including obtaining and documenting 
(signed) informed consent, if applicable to your project. 
Any modification of this research should be submitted to the IRB on e Continuation and/or 
Modification form to determine If the project still meets the Federal criteria for exemption. If 
Ë is determined that exemption Is no longer warranted, then an IRB proposal will need to be 
submitted and approved before proceeding with data collection. 
cc: AESHM 
HSRO/QCR9/02 
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For IRB 
Use Only 
Review Date:. 
Approval Date:. 
Category _ , Letter 
IRB ID: H?, S f 
Approval Expiration Date: r—rrr— 
EXEMPT per 45 CFR 46.101(b): «2, Date: //! l¥fô$\ 
EXPEDITED per 45 CFR 46.110(b) ' ' 
Length of Approval: _ 
FULL Committee Review: 
Minimal Risk: 
More than Minimal Risk: 
Project Closed Date: _ 
ISU NEW HUMAN SUBJECTS RESEARCH FORM 'W 
NOV 1 8 2003 
SECTION I: GENERAL INFORMATION 
Principal Investigator (PI): Joy M. Kozar Phone: 296-0201 | Fax: 294-6364 
Degrees: B.S.. M.S. | Correspondence Address: 1055 LeBaron Hall, Ames, 1A 50011 
Department: Apparel, Educational Studies, and Hospitality 
Management 
Email Address: kozajj@iastate.edu 
Center/Institute: College: Family and Consumer Sciences 
PI Level: [~1 Faculty I I Staff L_J Postdoctoral [Xj Graduate Student [_J Undergraduate Student 
Title of Project: Relationship of Attitudes toward Advertising Images and Self-Perceptions of Older Women 
Project Period (Include Start and End Date): !mm/dd/yy\\ 12/15/03 ~\to[mm/yy/ddj\7/31/04 } 
FOR STUDENT PROJECTS 
Name of Major Professor/Supervising Faculty: 
Dr. Mary Lynn Damhorst 
Signature of Major Professorffiupervising Faculty: 
Phone: 294-9919 Campus Ad0ress.1O71B LeBaron Hall 
Department: Apparel, Educational Studies, and Hospitality 
Management 
Email Address: mldmhrst@iastate.edu 
Type of Project: (check all that apply) 
• Research D Thesis B3 Dissertation • Class project 
• Independent Study (490, 590, Honors project) Q Other. Please specify: 
KEY PERSONNEL 
List all members of the research team including the principal investigator, his/her degrees, their position at ISU (or other 
organization) and role on the project, their training and most recent date of their training if known. Please use additional 
space as necessary. For projects involving animals, please include the veterinary, animal caretakers and technical staff. 
For projects involving human subjects, please include anyone who will have contact with the subjects. 
NAME & DEGREES) POSITION AT ISU & ROLE/SPECIFIC DUTIES ON PROJECT TRAINING & DATE OF TRAINING 
e.g., John Jones, MD, PHD M.D. at Mary Greeley Medical Center, 
Co-Principal Investigator. For animal 
studies please list specific duties, e.g., will 
perform surgery, will perform blood 
draws, responsible for animal care, will 
perform biopsies, daily monitoring, etc. 
ISU Human Subject Training, 
10/15/02; Radiation Safety Training, 
10/01/02; Blood Borne Pathogen 
Training, 11/13/02; 
Eleven years of laboratory use of 
blood borne pathogens. 
1. Joy M. Kozar, B.S., M.S. Ph.D. Candidate in Textiles and 
Clothing, Minor in Gerontology at ISU. 
Principal Investigator. Will have direct 
ISU Human Subject Training, 
7/16/02 
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contact with subjects, including 
obtaining consent from subjects. 
2. Mary Lynn Damhorst, B.S., 
M.S., PhD. 
Associate Professor in the 
Departments of Apparel, Educational 
Studies, and Hospitality Management, 
and Gerontology. Major advisor to J. 
Kozar (Principal Investigator). Will 
oversee research project. 
ISU Human Subject Training, 
Institutional Review Board 
Committee Member 
FUNDING INFORMATION 
If intemaliy funded, please provide account number: None 
If externally funded, please provide funding source and account number: None 
If funding is pending please provide OSPA Record ID on GoldSheet: None 
Title on GoldShcet if Different Than Above: 
Other: None 
SCIENTIFIC REVIEW 
Although the compliance committees are not intended to conduct peer review of research proposals, the federal 
regulations include language such as "consistent with sound research design," "rationale for involving animals or 
humans" and "scientifically valuable research," which requires that the committees consider in their review the 
general scientific relevance of a research study. Proposals that do not meet these basic tests are not justifiable and 
cannot be approved. If a compliance review committee(s) has concerns about the scientific merit of a project and 
the project was not competitively funded by peer review or was funded by corporate sponsors, the project may be 
referred to a scientific review committee. The scientific review committee will be ad hoc and will consist of your 
ISU peers and outside experts as needed. If this situation arises, the PI will be contacted and given the option of 
agreeing that a consultant may be contacted or withdrawing the proposal from consideration. 
Yes Q No Has or will this project receive peer review? 
If the answer is "yes," please indicate who did or will conduct the review: Research proposal was reviewed by graduate 
faculty committee members on 3/07/03 
If a review was conducted, please indicate the outcome of the review: Research proposal was approved by committee 
NOTE: RESPONSE CELLS WILL EXPAND AS YOU TYPE AND PROVIDE 
SUFFICIENT SPACE FOR YOUR RESPONSE. 
COLLECTION OR RECEIPT OF SAMPLES 
Will you be: (Please check all the apply.) 
• Yes 0 No Receiving samples from outside of ISU? See examples below. 
• Yes G3 No Sending samples outside of ISU? See examples below. 
Examples include: genetically modified organisms, body fluids, tissue samples, blood samples, pathogens. 
If you will be receiving samples from or sending samples outside of ISU, please identify the name of the outside 
organization(s) and the identity of the samples you will be sending or receiving outside of ISU: 
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Please note that some samples may require a USDA Animal Plant Health Inspection Service (APHIS) permit, a 
USPHS Center; for Disease Control mud Prevention (CDC) Import Permit for Etiobgk Agents, a Registration for 
Select Agents, High Consequence Livestock Pathogens and Toxins or Listed Plant Pathogens, or a Material 
Transfer Agreement (MTA) (http://www.ehs.iastate.edu/bs/shippiriq.htm), 
STUDY OBJECTIVES 
Briefly explain in language understandable to a layperson the specific aim(s) of the study. 
The purpose of this study is to examine the relationship of advertising images to older women's self-perception. 
Specifically, older women's satisfaction with their bodies will be examined along with their attitudes toward fashion 
models perceived to be middle-aged or older. Participants' perceived similarity with models middle-aged or older will be 
determined. We intend to assess older women's body image m relation to the frequency with which they compare 
themselves with model images. 
BENEFIT 
Explain in language understandable to a layperson how the information gained in this study will benefit participants or 
the advancement of knowledge, and/or serve the good of society. 
A study assessing older female consumers' attitudes toward model images used in the media today is important, not only 
because the number of women aged 65 and older in the U.S. is continually increasing, but also because it is probable that 
women are the major consumers of apparel and beauty products in the mature market segment. Knowledge of how 
women respond to models perceived as older could also help in targeting advertising effectively to the 60+ age group. 
Previous research examining the effects of advertising on self-perception has focused primarily on adolescent or younger-
aged adult women. However, as previous research has suggested, women, over time, may become less "vulnerable" to 
model images appearing in the media. 
ASSURANCE 
• I certify that the information provided in this application is complete and accurate and consistent with any 
proposal(s) submitted to external funding agencies. 
» I agree to provide proper surveillance of this project to ensure that the rights and welfare of the human subject or 
welfare of animal subjects are protected. I will report any problems to the appropriate compliance review 
committee(s). 
• 1 agree that 1 will not begin this project until receipt of official approval from all appropriate committers). 
• ] agree that modifications to the originally approved project will not take place without prior review and approval 
by the appropriate committee(s), and that all activities will be performed in accordance with all applicable federal, 
state, local and Iowa State University policies. 
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CONFLICT OF INTEREST 
A conflict of interest can be defined as a set of conditions in which an investigator's or key personnel's judgment 
regarding a project (including human or animal subject welfare, integrity of the research) may be influenced by a 
secondary interest (e.g., the proposed project and/or a relationship with the sponsor). ISU's Conflict of Interest Policy 
requires that investigators and key personnel disclose any significant financial interests or relationships that may present 
an actual or potential conflict of interest. By signing this form below, you are certifying that all members of the research 
team, including yourself, have read and understand ISU's Conflict of Interest policy as addressed by the ISU Faculty 
Handbook fhttp://www.provost.iastate.edu/facu3tv.) and have made all required disclosures. 
• Yes ^ No Do you or any member of your research team have an actual or potential conflict of interest? 
• Yes Q No If yes, have the appropriate disclosure form(s) been completed? 
.. I. i..l j J J H.liilj.ilJJi .I.IH.I..il'llil'i'llii,.., iiMjrffrjiUflggBggs^g 
SIGNATURES 
M 11 /Ï7 /62 
sSignafav of Principal Investigator Date 
PLEASE NOTE: Any changes to an approved protocol must be submitted to the appropriate committee(s) before 
the changes may be Implemented. 
Please proceed to SECTION IL 
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SECTION II: ENVIRONMENTAL HEALTH AND SAFETY INFORMATION 
I I Yes [>3 No Does this project involve human cell or tissue cultures (primary OR immortalized), or human blood 
components, body fluids or tissues? If the answer is "no", please proceed to SECTION IB: 
APPLICATION FOR IRB APPROVAL. If the answer is "yes," please proceed to Part A: Human 
Cell Lines. 
PART A: HUMAN CELL LINES 
• Yes E) No Does this project involve human cell or tissue cultures (primary OR immortalized cell lines/strains) that 
have been documented to be free of bloodbome pathogens? If the answer is "yes," please attach copies 
of the documentation. If the answer is "no," please answer question 1 below. 
1 ) Please list the specific cell lines/strains to be used, their source and description of use. 
CELL LINE SOURCE DESCRIPTION OF USE 
2) Please refer to the ISU "Bloodbome Pathogens Manual," which contains the requirements of the OSHA Bloodbome 
Pathogens Standard. Please list the specific precautions to be followed for this project below (e.g., retractable needles 
used for blood draws): 
Anyone working with human cell lines/strains that have not been documented to be free of bloodbome pathogens is 
required to have Bloodbome Pathogen Training annually. Current Bloodbome Pathogen Training dates must be 
listed in Section I for all Key Personnel. Please contact Environmental Health and Safety (294-5359) if you need to 
sign up for training and/or to get a copy of the Bloodbome Pathogens Manual 
flittn:/ / www.ehs.ifl3tate.edM/bs/bbp.htnO. 
PART B: HUMAN BLOOD COMPONENTS, BODY FLUIDS OR TISSUES 
• Yes E3 No Does this project involve human blood components, body fluids or tissues? If "yes", please answer all 
of the questions in the "Human Blood Components, Body Fluids or Tissues" section. 
i ) Please list the specific human substances used, their source, amount and description of use. 
SUBSTANCE SOURCE AMOUNT DESCRIPTION OF USE 
E.g., Blood Normal healthy 
volunteers 
Jm/  X/yranmjfe yuandfy, asag* (o done. 
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2) Please refer to the ISU "Bloodbome Pathogens Manual," which contains the requirements of the OSHA Bloodbome 
Pathogens Standard. Specific sections to be followed for this project are: 
Anyone working with human blood components, body fluids or tissues is required to have Bloodbome Pathogen 
Training annually. Current Bloodbome Pathogen Training dates must be listed in Section 1 for all Key Personnel. 
Please contact Environmental Health and Safety (294-5359) if you need to sign up for training and/or to get a copy 
of the Bloodbome Pathogens Manual (http://trww.ehs.iastate.edu/bs/bbD.htni>. 
FOR ENVIRONMENTAL HEALTH AND SAFETY USE ONLY 
Signature of Biological Safety Officer Date 
Please proceed to Section III. 
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SECTION HI : STUDY SPECIFIC INFORMATION 
PART A: PROJECT INVOLVEMENT 
1) • Yes No Is this project part of a Training, Center, Program Project Grant? 
Director Name: 
Overall IRB ID: 
2) • Yes E No Is the purpose of this project to develop survey instruments? 
3) • Yes E No Does this project involve an investigational new drug (IND)? Number: 
4) • Yes g No Does this project involve an investigational device exemption (IDE)? Number: 
5) • Yes E No Does this project involve existing data or records? 
6) • Yes E No Does this project involve secondary analysis? 
7) • Yes E No Does this project involve pathology or diagnostic specimens? 
8) • Yes E No Does this project require approval from another institution? Please attach letters of approval. 
PART B: MEDICAL HEALTH INFORMATION OR RECORDS 
1) • Yes E3 No Does your project require the use of a health care provider's records concerning past, present, or 
future physical, dental, or mental health information about a subject? The Health Insurance 
Portability and Accountability Act established the conditions under which protected health 
information may be used or disclosed for research purposes. If your project will involve the use 
of any past or present clinical information about someone, or if you will add clinical information 
to someone's treatment record (electronic or paper) during the study you must complete and 
submit the Application for Use of Protected Health Information. 
PARTC: ANTICIPATED ENROLLMENT 
Number of Subjects Total: 200 Males: 0 Females: 200 
Check if any enrolled subjects are: 
• Minors (Under 18) 
Ape Range of Minors: 
[~~i Pregnant Women/Fetuses 
• Cognitive!) Impaired 
PI Prisoners 
Check below if this project involves either: 
Rt Adults, non-students 
I~1 Minor ISU students 
• ISU students 18 and older 
FI Other (explain) 
List Estimated Percent of the Anticipated Enrollment that will be Minorities: 
American Indians: <1% Alaskan Native: <1 % 
Asian or Pacific Islander: <1% Black or African American: <1% 
Latino: <1% Hispanic: <1% 
PARTD: SUBJECT SELECTION 
Pkaae «se additional space as necessary to adequately answer each que^on. 
1) Describe procedures for identifying subjects (e.g., ads, fliers, word of mouth, email list, etc.) 
To recruit participants, the primary researcher will contact by telephone the activity and/or social directors of various 
senior community centers and women's organizations in the Des Moines and Kansas City areas. Once having 
obtained permission to visit the center, the researcher will ask the activity/social director to assist in recruiting older 
women aged 60 to 80 willing to participate in the study. The researcher will send copies of a flyer to the director to 
post in the community centers to aid in recruiting participants. The researcher will work with the activity/social 
director to schedule times to meet with and interview the subjects at the participating senior centers (or other 
locations). Permission from the participants will be obtained prior to collecting data. 
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2) Attach a copy of any recruitment material such as ad, fliers, e-mail messages, etc. 
3) How will the subjects be selected? (e.g., where will the names come from?) 
Participants will be selected on the basis that they are female, between the ages of 60 and 80, and are willing to 
participate in the study. 
4) Please list the inclusion/exclusion for subject selection and include an explanation. 
Given the purposes of the study, only female subjects between the ages of 60 to 80 will be asked to participate. 
Please answer each question. If the question does not pertain to this study, please type not applicable (N/A). 
PARTE: RESEARCH PLAN 
Include sufficient detail for IRB review of this project independent of the grant, protocol, or other documents. 
1) Describe study procedures to which subjects will be exposed (e.g. for blood draws, include frequency and 
amount, who will be drawing the blood and their training). 
The participants will be asssembled in small focus groups of a maximum of 12 persons at a time. Before talking as a 
focus group, the participants will complete two questionnaires which include rating a stimulus ad. The first 
questionnaire is designed to measure appearance self-discrepancy, satisfaction with the body, social comparison, and 
age identification. Upon completion, the participants will then be given a single picture of a model and instructed to 
complete the second questionnaire designed to measure beliefs about the model, perceived similarity with the model, 
purchase intentions, and fashionability of the model's clothing. After completing the second questionnaire, the 
researcher will ask the participants as a focus group to talk together about various open-ended questions including 
their overall feelings about the models depicted in the ads. At this phase, the researcher will display all the 
photographs of the models and the participants will be debriefed about the full purpose of the study. This final stage 
will aid in collecting supplementary qualitative data that will facilitate triangulation of data sources. 
2) For studies involving pathology/diagnostic specimens, indicate whether specimens will be collected prospectively 
and/or already exist "on the shelf' at the time of submission of this review form. If prospective, describe specimen 
procurement procedures; indicate whether any additional medical information about the subject is being gathered, and 
whether specimens arc linked at any time by code number to the subject's identity. 
N/A 
3) For studies involving deception, please justify the deception and indicate the debriefing procedure, including the 
timing and information to be presented to subjects. 
N/A 
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PART F: CONSENT PROCESS 
1) Explain how the subjects will be contacted (e.g., letter, phone, email, in person, etc.) If the subjects are under 18, 
include how the parents or guardians will be approached as well. 
Some subjects may volunteer to participate in the study after seeing the recruitment flyers posted in the community 
centers by the activity/social directors. Other subjects will be asked in person at their local senior community 
center to participate in the study. Both the primary researcher and the activity/social director will be involved in 
recruiting participants for the study. 
2) Describe how informed consent will be obtained (e.g., who will contact the subjects, how many limes, etc.) Describe 
in detail the entire consent process. 
Participants will only be asked to participate in the study once. The primary researcher will ask each participant to 
sign the informed consent document only after having been fully informed about the study and the role of the 
researcher. The consent forms will be kept separate from data and will not be cross-coded with the questionnaires. 
PART C: CONSENT AND ASSENT PROCESS FOR ENROLLING MINORS 
1) If your study involves minors, please explain how parental consent will be obtained prior to enrollment of the 
minor(s). 
N/A 
2) Please explain how assent will be obtained from minors, prior to their enrollment. Also, please explain if the assent 
process will be documented (e.g., a simplified version of the consent form, combined with the consent document). 
"Assent" according to the federal regulations ".. .means a child's affirmative agreement to participate in research. 
Mere failure to object should not, absent affirmative agreement, be construed as assent." 
N/A 
PARTE: DATA ANALYSIS 
1) Describe how the data will be analyzed (e.g. statistical package, statistical evaluation, statistical measures used to 
evaluate results) 
Quantitative data analysis will involve various regression and multivariate techniques potentially requiring the use of 
statistical packages like SPSS or SAS. For the qualitative data, processes for identifying and developing themes or 
trends in the data will be used. 
2) If applicable, please indicate the anticipated date that identifiers will be removed from completed survey instruments 
and/or audio or visual tapes will be erased: 
07/31/04 
Month/Day/Year 
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PARTI: BENEFITS 
1) Describe if there will be a benefit to the subject or if the benefit is to society. Please note that compensation is not a 
benefit according to the federal regulations. 
Understanding the impact of the media on the self-perceptions of older women is important, as previous research has 
found advertising images to have a negative impact on body satisfaction and the self-esteem of adolescent girls and 
younger-aged adult women. Studying older women's attitudes toward older-aged models is also worthwhile, as 
many researchers have noted the stereotypical and typically degrading depiction of older adults in the media. By 
gathering participants' perceptions, findings from this study could be useful in effectively targeting advertising 
messages to older women. 
PART J: RISKS 
The concept of risk goes beyond physical risk and includes risks to subjects' dignity and self-respect as well as 
psychological, emotional, legal, social or financial risk. 
1 ) • Yes E No Is the probability of the harm or discomfort anticipated in the proposed research greater than that 
encountered ordinarily in daily life or during the performance of routine physical or psychological 
examinations or tests? 
2) • Yes E No Is the magnitude of the harm or discomfort greater than that encountered ordinarily in daily life, or 
during the performance of routine physical or psychological examinations or tests? 
3) Describe any risks or discomforts to the subjects and how they will be minimized and precautions taken. 
It is possible that participants may feel some discomfort in discussing physical changes experienced during the 
aging process. In acknowledging this, subjects will be reminded that their participation is completely voluntary and 
that they may refuse to answer any question or to terminate their participation in the study at any time for any 
reason. 
4) If this study involves vulnerable populations, including minors, pregnant women, prisoners, educationally or 
economically disadvantaged, what additional protections will be provided to minimize risks? 
Because an older sample is being used, larger font sizes will be used on all documents given to participants including 
the informed consent document and the questionnaires. This ensures that participants are fully able to see and read 
the materials provided. 
PARTK: COMPENSATION 
1) [3 No • Yes Will subjects receive compensation for their participation? If yes, please explain. 
Do not make the payment an inducement, only a compensation for expenses and inconvenience. If a person is to receive 
money or another token of appréciation for their participation, explain when it will be given and any conditions of full or 
partial payment. (E.g., volunteers will $5.00 for each of the five visits in the study or a total of $25.00 if he/she completes 
the study. If the subject withdraws from participation, they will receive $5.00 for each of the visits completed.) It is 
considered undue influence to make completion of the study the basis for compensation. 
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PARTL: CONFIDENTIALITY 
1) Describe below the methods you will use to ensure the confidentiality of data obtained (e.g., who has access to the 
data, where the data will be stored, security measures for web-based surveys and computer storage, how long data 
(specimens) will be retained, etc.) 
Only the researchers will have access to the data generated from this study. The data will be stored in a locked 
cabinet only accessible to the primary researcher. The consent forms will be kept separate from data and will not be 
cross-coded with the questionnaires. If the results are published, participants' identity will remain confidential. 
Cbecldbt for Attmchmenfm 
The «re attached (pk##e check o*es lhat mre applicable): 
A copy of the informed consent document OR • Letter of information with elements of consent to subjects 
f~l A copy of the assent form if minors will be enrolled 
[ I Letter of approval from cooperating organizations or institutions allowing you to conduct research at their facility 
[X] Data-gathering instruments (including surveys) 
Recruitment fliers or any other documents the subjects will see 
Two sets of materials should be submitted for each project - the original signed copy of the application form, one copy 
and two sets of accompanying materials. Federal regulations require that one copy of the grant application or proposal 
must be submitted for comparison. 
FOR IRB USE ONLY: 
Initial action by the Institutional Review Board (IRB): 
Pending farther review. Date: 
Project not approved. Dale: _ 
Project approved. Date: //// f/0 ^ -  £ S ~ ~ S  
Follow-up 
IRB Approvd SignsOne Date 
Research Compliance 04/10/03 11 
108 
INFORMED CONSENT DOCUMENT 
Title of Study: Relationship of Attitudes toward Advertising Images and 
Self-Perceptions of Older Women 
Investigators: Joy M. Kozar, B.S., M.S., Primary Investigator 
Iowa State University 
Apparel, Educational Studies, & Hospitality Management 
1055 LeBaron Hall, Ames, IA 50011 
515/296-0201, kozari 0iastate.edu 
- Will have direct contact with participants and responsible for 
obtaining consent from participants 
Mary Lynn Damhorst, B.S., M.S., Ph D., Project Advisor 
Iowa State University 
Apparel, Educational Studies, & Hospitality Management 
1071B LeBaron Hall, Ames, IA 50011 
515/294-9919, m1dmhrst(%iastate.edu 
- Will oversee research project 
This is a research study. Please take your time in deciding if you would like to participate. 
Please feel free to ask questions at any time. 
INTRODUCTION 
The purpose of this study is to examine how women, ages 60 to 80, evaluate fashion models 
and to study the relationship of advertising images to perception of self. You are being 
invited to participate in this study because you are in the age range in which we are interested 
and because your input on this topic is valuable to us. 
DESCRIPTION OF PROCEDURES 
If you agree to participate in this study, your participation will only be needed for about 45 
minutes. You will be asked to 611 out two short questionnaires and rate one advertisement. 
If you feel that any of the questions make you feel uncomfortable, you do not have to answer 
them. 
Upon completion of the questionnaires, you will then be asked as a group to discuss your 
attitudes about the advertisements and the fashion models depicted in the ads. This final 
discussion will be recorded on a cassette tape, but will be erased once the overall research 
project has ended. You are free to leave the interview at anytime for any reason. 
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RISKS 
There are no foreseeable risks at this time from participating in this study. 
BENEFITS 
If you decide to participate in this study, there will be no direct benefit to you other than 
helping me with my research project. The information generated from this study will benefit 
society by understanding the impact of media images on the self-perceptions of older women. 
Knowledge of how women respond to models could also help marketers and retailers in 
targeting advertising more effectively to the 60+ age group. 
COSTS AND COMPENSATION 
You will not have any costs from participating in this study. You will also not be 
compensated for participating in this study. 
PARTICIPANT RIGHTS 
Your participation in this study is completely voluntary and you may refuse to participate or 
leave the study at any time. If you decide to not participate in the study or leave the study 
early, it will not result in any penalty or negative relationship with the researcher or with 
Iowa State University. 
CONFIDENTIALITY 
Records identifying participants will be kept confidential to the extent permitted by 
applicable laws and regulations and will not be made publicly available. However, federal 
government regulatory agencies and the Institutional Review Board (a committee that 
reviews and approves human subject research studies) may inspect and/or copy your records 
for quality assurance and data analysis. These records may contain private information. 
To ensure confidentiality to the extent permitted by law, any identifying information 
collected will be kept confidential by the researchers conducting this study. Your name on 
this consent form will not be coded with or attached in any way to the questionnaires you 611 
out. Only the researchers will have access to the study records which will be kept in a locked 
filing cabinet. The data will be destroyed upon termination of this project. If the results are 
published, your identity will remain completely confidential. 
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QUESTIONS OR PROBLEMS 
You are encouraged to ask questions at any time during this study. For further information 
about the study contact Joy M. Kozar at 515-296-0201 or at kozari (%iastate.edu or Dr. Mary 
Lynn Damhorst at 515-294-9919 or at m1dmhrst(%iastate.edu. If you have any questions 
about the rights of research subjects or research-related injury, please contact the Human 
Subjects Research OfBce, 2810 Beardshear Hall, (515) 294-4566; austiner(&iastate.edu or 
the Research Compliance Officer, Office of Research Compliance, 2810 Beardshear Hall, 
(515) 294-3115; dament(&iastate.edu 
****************************************************************** 
SUBJECT SIGNATURE 
Your signature indicates that you voluntarily agree to participate in this study, that the study 
has been explained to you, that you have been given the time to read the document and that 
your questions have been satisfactorily answered. You will receive a copy of the signed and 
dated written informed consent prior to your participation in the study. 
Subject's Name (printed) 
(Subject's Signature) (Date) 
INVESTIGATOR STATEMENT 
I certify that the participant has been given adequate time to read and learn about the study 
and all of their questions have been answered. It is my opinion that the participant 
understands the purpose, risks, benefits and the procedures that will be followed in this study 
and has voluntarily agreed to participate. 
(Signature of Person Obtaining Informed Consent) (Date) 
I l l  
APPENDIX B: STIMULI 
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MODEL 1 
Source: JJill Catalog, (2003, Spring 1), pg. 33. 
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MODEL 3 
Source: Nordstrom Catalog, (2000, Fall), pg. 71. 
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MODEL 
Source: Nordstrom Catalog, (2003, Spring), pg. 48. 
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MODEL 7 
Source: JJill Catalog, (2003, Fall), pg. 21. 
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APPENDIX C: QUESTIONNAIRES 
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Relationship of Advertising Images to 
Perception of Self 
Questionnaire 1 
—> Remember, your participation is voluntary and you may 
decline to answer any of the following questions. 
—» Take your time and give each item careful 
consideration. 
—» Please indicate your response to each question by 
circling the number that best reflects your feelings or 
attitudes. 
Thank you for your participation! 
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Using the following 10 personal attributes, please think about your 
personal ideal (how you wish or prefer to be) and rate how well you 
feel your body resembles or matches your ideal using the four-point 
scale given below. 
l=Exactly as I am 
2=Almost as I am 
3=Fairly unlike me 
4=Very unlike me 
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Now, regarding the same 10 attributes, please rate the personal 
importance of each characteristic to your attractiveness using the 
four-point scale given below. 
l=Not Important 
2=Somewhat Important 
3=Moderately Important 
4=Very Important 
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Please indicate your satisfaction with each personal characteristic 
listed below using the following five-point scale. 
]=Very Dissatisfied 
2=Somewhat Dissatisfied 
3=Neutral 
4=Somewhat Satisfied 
5=Very Satisfied 
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Regarding the physical features listed below, please rate how 
frequently you compare yourself to fashion models on the following 
characteristics. 
l=Never 
2=Rarely 
3=Sometimes 
4=Fairly Often 
5=Always 
HEIGHT 
1 2 3 4 5 WEIGI1T 
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On the next set of questions, please indicate your response to the 
following statements by circling the answer that best describes your 
feelings. 
1. It is my feeling that if everyone else in a group is behaving in a 
certain manner, this must be the proper way to behave. 
a. Always False 
b. Usually False 
c. Neither False nor True 
d. Usually True 
e. Always True 
2. 1 actively avoid wearing clothes that are not in style. 
a. Always False 
b. Usually False 
c. Neither False nor True 
d. Usually True 
e. Always True 
3. At parties I usually try to behave in a manner that makes me fit in. 
a. Always False 
b. Usually False 
c. Neither False nor True 
d. Usually True 
e. Always True 
4. When I am uncertain how to act in a social situation, I look to the 
behavior of others for clues. 
a. Always False 
b. Usually False 
c. Neither False nor True 
d. Usually True 
e. Always True 
6 
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5. I try to pay attention to the reactions of others to my behavior in order 
to avoid being out of place. 
a. Always False 
b. Usually False 
c. Neither False nor True 
d. Usually True 
e. Always True 
6. I find that 1 tend to pick up slang expressions from others and use 
them as a part of my own vocabulary. 
a. Always False 
b. Usually False 
c. Neither False nor True 
d. Usually True 
e. Always True 
7. I tend to pay attention to what others are wearing. 
a. Always False 
b. Usually False 
c. Neither False nor True 
d. Usually True 
e. Always True 
8. The slightest look of disapproval in the eyes of a person with whom 1 
am interacting is enough to make me change my approach. 
a. Always False 
b. Usually False 
c. Neither False nor True 
d. Usually True 
e. Always True 
9. It's important to me to fit into the group I'm with. 
a. Always False 
b. Usually False 
c. Neither False nor True 
d. Usually True 
e. Always True 
7 
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10. My behavior often depends on how 1 feel others wish me to behave. 
a. Always False 
b. Usually False 
c. Neither False nor True 
d. Usually True 
e. Always True 
11. If I am the least bit uncertain as to how to act in a social situation, I 
look to the behavior of others for cues. 
a. Always False 
b. Usually False 
c. Neither False nor True 
d. Usually True 
e. Always True 
12. I usually keep up with clothing style changes by watching what others 
wear. 
a. Always False 
b. Usually False 
c. Neither False nor True 
d. Usually True 
e. Always True 
13. When in a social situation, I tend not to follow the crowd, but instead 
to behave in a manner that suits my particular mood at the time. 
a. Always False 
b. Usually False 
c. Neither False nor True 
d. Usually True 
e. Always True 
8 
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Please answer the four staiements listed below by writing in your 
response on each blank space. 
1. In my inner self, I feel as if I am years old. 
2. I would most like to be years old. 
3. I think that other people see me as years old. 
4. 1 was born in (please indicate year of birth). 
These last sets of items are general questions. 
Please place an X next to the choice that best describes you. 
5. What is your race or ethnic identity? 
White or European American 
Black or African American 
Hispanic or Latino American 
_Asian American 
Native American 
Native Hawaiian or Pacific Islander 
Other (Please Specify) 
6. What is the highest level of education you have? 
(Please select only one) 
Completed grade school 
Some high school or less 
Graduated high school or equivalent 
Some college, vocational, or technical school 
Graduated college 
Some post graduate or professional school 
Received a graduate or professional degree 
9 
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7. What is your yearly gross household income from all sources before 
taxes? 
Under $4,999 
$5,000 - $9,999 
$10,000-$14,999 
$15,000-$24,999 
$25,000 - $34,999 
$35,000 - $49,999 
$50,000 - $74,999 
$75,000 - $99,999 
$100,000-$149,999 
$150,000 -$199,999 
$200,000 or over 
8. What is your present occupational status? 
Working full-time, paid 
Working part-time, paid 
Working full-time, unpaid 
Working part-time, unpaid 
Retired 
Unemployed, but looking for job 
Other (Please Specify) 
9. If retired, how long have you been retired? Years 
10. Please indicate your past or present occupation(s) below. 
Thank yon for filling out this questionnaire. 
In just a moment, you will be asked to complete a second short 
survey. Your patience and cooperation is appreciated! 
10 
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Relationship of Advertising Images to 
Perception of Self 
Questionnaire 2 
Please carefully examine the fashion model seen in the 
picture you have been given. 
Refer to the model in the picture as you respond to the 
following questions. 
Please circle the number which best represents your 
assessment and attitudes toward the model in the 
picture. 
Thank you for your participation! 
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Please examine the picture of the model. 
1. How do you rate the fashion mode] on the following characteristics? 
Boring 1 
Unappealing 1 
Unimpressive 1 
Unattractive 1 
Not eye 
catching 
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interesting 
Appealing 
Impressive 
Attractive 
Éye catching 
2. How likely is it that you would purchase the clothing worn by the 
model in the picture? 
Unlikely 7 Very Likely 
3. What is the probability that you would purchase the clothing worn 
by the model in the picture? 
Improbable 1 7 Very Probable 
4. How possible is it that you would purchase the clothing worn by the 
model in the picture? 
Impossible 1 2 3 4 5 6 
5. What aee do you estimate this model to be? 
(Please place an X next to your choice) 
7 Very Possible 
20-29 
30-39 
40-49 
50-59 
60-69 
70-79 
80-89 
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For the next set of questions, please indicate your response to each 
statement by circling the letter of the answer that best describes your 
feelings. 
1. I feel that my overall lifestyle is similar to that of the model in the 
picture. 
a. Strongly Disagree 
b. Disagree 
c. Neither Disagree nor Agree 
d. Agree 
e. Strongly Agree 
2. I feel that my dress is similar to what the model in the picture is 
wearing. 
a. Strongly Disagree 
b. Disagree 
c. Neither Disagree nor Agree 
d. Agree 
e. Strongly Agree 
3. I feel that my appearance is similar to that of the model in the 
picture. 
a. Strongly Disagree 
b. Disagree 
c. Neither Disagree nor Agree 
d. Agree 
e. Strongly Agree 
4. I feel that I have similar basic values with the model in the picture. 
a. Strongly Disagree 
b. Disagree 
c. Neither Disagree nor Agree 
d. Agree 
e. Strongly Agree 
3 
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5. ] fee] similar to the mode] in the picture in terms of attractiveness 
and body shape. 
a. Strongly Disagree 
b. Disagree 
c. Neither Disagree nor Agree 
d. Agree 
e. Strongly Agree 
6. Overall, I feel similar to the model seen in the picture. 
a. Strongly Disagree 
b. Disagree 
c. Neither Disagree nor Agree 
d. Agree 
e. Strongly Agree 
Following are a few more statements related to what the model in the 
picture is wearing. Please indicate your level of agreement with each 
statement by circling the letter of the answer that best describes your 
feelings. 
1. The clothing that the model has on in the picture is fashionable. 
a. Strongly Disagree 
b. Disagree 
c. Neither Disagree nor Agree 
d. Agree 
e. Strongly Agree 
2. The clothing that the model has on in the picture is current. 
a. Strongly Disagree 
b. Disagree 
c. Neither Disagree nor Agree 
d. Agree 
e. Strongly Agree 
4 
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3. The clothing that the model is wearing in the picture is attractive. 
a. Strongly Disagree 
b. Disagree 
c. Neither Disagree nor Agree 
d. Agree 
e. Strongly Agree 
4. The clothing that the model is wearing in the picture is up-to-date. 
a. Strongly Disagree 
b. Disagree 
c. Neither Disagree nor Agree 
d. Agree 
e. Strongly Agree 
Thank you again for your participation in this study! 
There are a few more questions that the researcher would like to ask 
the entire group of participants. Your cooperation is appreciated! 
5 
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APPENDIX D: COMMONALITIES OF VARIABLES 
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Table D.l 
Initial Extraction 
Height 1.00 .34 
Skin Complexion 1.00 .63 
Hair Texture & Thickness 1.00 .29 
Facial Features 1.00 .59 
Muscle Tone & Definition 1.00 .57 
Body Proportions 1.00 .57 
Weight 1.00 .40 
Chest Size 1.00 .58 
Physical Strength 1.00 .69 
Physical Coordination 1.00 .66 
Table D.2 
Initial Extraction 
Height 1.00 .48 
Skin Complexion 1.00 .72 
Hair Texture & Thickness 1.00 .57 
Facial Features 1.00 .71 
Muscle Tone & Definition 1.00 .61 
Body Proportions 1.00 .54 
Weight 1.00 .53 
Chest Size 1.00 .39 
Physical Strength 1.00 .73 
Physical Coordination 1.00 .73 
Table DJ 
B/Q CwM/MM&e .Score—e/Vkms 
Initial Extraction 
Height 1.00 .45 
Skin Complexion 1.00 .66 
Hair Texture & Thickness 1.00 .31 
Facial Features 1.00 .56 
Muscle Tone & Definition 1.00 .61 
Body Proportions 1.00 .58 
Weight 1.00 .44 
Chest Size 1.00 .36 
Physical Strength 1.00 .72 
Physical Coordination 1.00 .74 
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Table D.4 
Initial Extraction 
Face 1.00 .78 
Hair 1.00 .21 
Lower Torso 1.00 .62 
Mid Torso 1.00 .70 
Upper Torso 1.00 .60 
Breasts 1.00 .50 
Muscle Tone 1.00 .45 
Weight 1.00 .62 
Height 1.00 .38 
Table D.5 
Initial Extraction 
Height 1.00 .50 
Weight 1.00 .63 
Shape 1.00 .74 
Face 1.00 .73 
Hair 1.00 .56 
Style 1.00 .65 
Attractiveness 1.00 .69 
Table D.6 
g&wgf fAe Afwkk—CoMwwwxeWWef 
Initial Extraction 
Model is interesting 1.00 .78 
Model is appealing 1.00 .81 
Model is impressive 1.00 .79 
Model is attractive 1.00 .77 
Model is eye catching 1.00 .73 
Table D.7 
AfrcAaae —CwMmwMa&Wgs ofAems 
Initial Extraction 
Likelihood of purchasing clothing 1.00 .86 
Probability of purchasing clothing 1.00 .90 
Possibility of purchasing clothing 1.00 .89 
Table D.8 
fgrcenW p/ Ae*:5 
Initial Extraction 
Overall Lifestyle 1.00 .61 
Dress 1.00 .59 
Appearance 1.00 .71 
Basic Values 1.00 .47 
Attractiveness & Body Shape 1.00 .35 
Overall Similarity 1.00 .70 
Table D.9 
fgsA&wwMf&y ofModeTs CTbfAwg—ofAems 
Initial Extraction 
Fashionable 1.00 .70 
Current 1.00 .63 
Attractive 1.00 .67 
Up-to-date 1.00 .79 
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APPENDIX E: CORRELATION MATRIX 
Table E l 
CorreAzffon 
Variables 1 2 3 4 S 6 7 
1. Discrepancy Score 1.00 
2. Importance Score .32** 1.00 
3. Composite BIQ Score .85** .73** 1.00 
4. Body Satisfaction 
Score -.51** -.12 -.42** 1.00 
S. Comparison to 
Models Score .25** .09 .22** -.09 1.00 
6. Feel-Age -.01 -.05 .01 -.07 -.10 1.00 
7. Ideal-Age -.20* -.15 -.21* .07 -.16 .41** 1.00 
8. Look-Age -.02 -.01 .03 -.01 -.04 .44** .48** 
9. Chronological Age -.07 -.08 -.05 .09 .09 .42** .34** 
10. Perceived Age of 
Model -.12 .04 -.06 .06 -.07 -.08 .02 
11. Beliefs about the 
Models .08 -.07 -.03 .01 -.04 -.02 .03 
12. Purchase Intentions .14 .09 .15 -.10 .15 -.12 -.07 
13. Perceived Similarity -.12 .04 -.09 .12 .15 -.04 -.06 
14. Fashlonablldy of 
Model's Clothing .05 -.02 .01 -.04 .10 .16 -.01 
* Correlation is significant at the .05 level (2-tailed) 
** Correlation is significant at the .01 level (2-tailed) 
Variables 8 9 10 11 12 13 14 
1. Discrepancy Score -.02 -.07 -.12 .08 .14 -.12 .05 
2. Importance Score -.01 -.08 .04 -.07 .09 .04 -.02 
3. Composite BIQ Score .03 -.05 -.06 -.03 .15 -.09 .01 
4. Body Satisfaction 
Score -.01 .09 .06 .01 -.10 .12 -.05 
5. Comparison to 
Models Score -.04 .09 -.07 -.04 .15 .15 .10 
6. Feel-Age .44** .42** -.08 -.02 .12 -.04 .16 
7. Ideal-Age .48** .34** .02 .03 -.07 -.06 -.01 
8. Look-Age 1.00 .73** -.09 .02 -.07 -.15 .13 
9. Chronological Age 1.00 -.13 -.01 -.08 -.06 .15 
10. Perceived Age of 
Model 1.00 -.03 .05 -.01 -.16* 
11. Beliefs about the 
Models 1.00 .47** .26** .39** 
12. Purchase Intentions 1.00 .57** .43** 
13. Perceived Similarity 1.00 .43** 
14. Fashlonablltly of 
— 2 Î 2 É 2 l l ! L 2 2 ! i Ë Î 2 S — — — — ^ ^ ^ 2 2  
* Correlation is significant at the .05 level (2-tailed) 
** Correlation is significant at the .01 level (2-tailed) 
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